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The Kon-ite line offers every desirable feature in leather 
watch straps. The new Konate STYLE BOOK, describing 
these features, is now ready for distribution. Watch for 


your copy. 
SAUER & COMPANY 


439 Race Street Cincinnati, Ohio 
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SPEAKING OF THE 


HAT girl would not wear 

Dorothy Lamour’s sarong, and 
who is the man who doesn’t envy the 
experiences of R. C. Quinlan, of the 
Williams Jewelry Co., Macon, Ga.? 
He has worn the trousers of Clark 
Gable! 

Quinlan, a personal friend of Su- 
san Myrick, who was one of the 
technical directors of “Gone With 
the Wind,” received tickets for ' 
premiere in Atlanta from Miss Myr- 
ick. With great care he packed his 
dress suit, but half-way to Atlanta 








he was struck with an awful thought 
—he had forgotten to pack his trou- 
sers, which he now remembered, 
with painful distinctness, he had left 
carefully hanging over the foot of 
his bed! 

It was too late to turn back so he 
phoned all friends and casual ac- 
quaintances in Atlanta, but he 
couldn’t find a pair anywhere near 
his size. Even the clothing stores 
couldn’t supply a pair in time. 

In desperation he appealed to 
Miss Myrick: “Clark Gable is about 
my size,” he said. “Borrow a pair of 
pants from him.” Miss Myrick re 
belled. “I don’t care what he 
thinks,” said Mr. Quinlan, “just so I 
get a pair of his pants.” 

Miss Myrick capitulated, Mr. 
Gable got a big laugh, and Mr. 
Quinlan went, not only to the pre- 
miere, but to the breakfast held 
afterwards, and ever since has been 
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known as “the man who wore Clark 
We wonder if th 
could have had any bearing on his 
being elected vice-president of the 
Georgia R.J.A. 
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HE Boyson family certainly 
goes in for jewelry in a very 


Gable’s pants.” 


large way! Digging around the fam- 
ily tree and the genealogy of the 
Boyson clan, our West Coast editor 
discovered that this family is prac- 
tically addicted to the jewelry 
business. 

Here’s the set-up: There are three 
Boyson brothers in the retail jewelry 
business, each in a different part of 
the country, and each with a son ac- 
tively engaged as a partner and tak- 
ing some of the responsibilities from 
the shoulders of his dad. 

Peter H. Boyson is in business in 
Long Beach, Cal., with son Dayton 
as his partner. Brother Adolph Boy- 
son operates the Boyson Jewelry Co. 
in Cedar Rapids, Iowa, with his son, 
Wallace, in the partnership. And 
brother Holly Boyson conducts Boy- 
son’s store in La Grange, IIl., a 
branch of which in Oak Park, IIL, is 
run by Holly’s son, Bruce. The La 
Grange and Oak Park stores share 
the same ownership, but the other 
businesses operated by this family 
are separate and distinct. 

We wonder if the Boyson’s— 
brothers, fathers and uncles, sons 
and nephews—give each other 


jewelry for Christmas. 


© 
P. CART, president of W. 
e P. Cart Company, Inc., 
Charleston, S. C., invites classes in 


the public schools to come into the 
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store at 9 o'clock in the morning 
when he gives them an hour and 
tells them, for example, how silver 
is made, manufactured and designed, 
or explains how diamonds are cut. 
“We have had any number of very 
nice comments about this idea,’ Cart 
explained. “A lot of the school boys 
and girls have never seen Sheffield 
silver. We show them an old piece 
or two, tell them how old Sheffield 
was made and how silver plate is 
made today. These school children 
are really and thoroughly interested. 
Sometimes I have them write a let- 
ter about what I told them and give 
a prize for the best letter; a brooch 








or bracelet for the girls, and a tie set 
or belt buckle for the boys. 

“We got started on the idea when 
school children would come in and 
ask us for information for an essay. 
So we asked the high school princi- 
pals what they thought of our giving 
regular lectures. They thought it 
was good, and told us to go ahead 
and that they’d cooperate.” 
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EORGE KANTOR, manager 
of Schneer’s, Atlanta, Ga., is 
probably wishing he had offered a 
prize for anything but base-stealing, 
for evidently the word stealing has 
a strong suggestive power to some- 
one who isn’t necessarily a baseball 
player. 
Kantor offered a gold watch to the 
Cracker baseball player who steals 
the greatest number of bases during 
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the current season. It, together with 
a number of other watches on dis- 
snatched by window 
smashers. Confident that lightning 
never strikes twice, Kantor patiently 
replaced the stolen prize with an- 
other watch, but sure enough, it too, 
with other merchandise, was stolen 


play, was 


by window smashers within about 
two weeks. The third watch now re- 
poses in the store safe. 
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HO was the first treasurer of 

the United States? “Alexander 
Hamilton,” said most Boulder, Colo., 
residents recently, competing in a 
downtown window display quiz. 
They were wrong, for Hamilton was 
the first secretary of the treasury, 
and Michael Hillegas was the first 
treasurer. 

The Boulder Chamber of Com- 
merce sponsored the quiz contest to 
bring citizens into the shopping dis- 
trict to view special window dis- 
plays. Contestants had only to se- 
cure a contest blank, start at one 
end of the business district and go 
geographically to the other end, put- 
ting down the answers to the ques- 
tions asked in the windows of the 
participating stores. First prize was 
25 $1 credit cards good for merchan- 
dise of the winner’s selection. 


A card in the window of Edward’s 
jewelry store asked, “Who is head 
of the American Legion in Boul- 
der?” ‘What man is named ‘Gov.?’” 
was the question in the window of 
the Marker Jewelry Co. “How 
many shopving days in December?” 
queried the Bentley Jewelry Co., and 
“Who is president of the University 
of Colorado?” asked’ Comstock- 
Swanson. “Which of the following 
streets are in Boulder—-Front, Eliz- 
abeth, Harrison, Marshall?’ was the 
Crowder Jewelry Co.’s query. 

The public’s interest in quiz con~ 
tests prompted the promotion, and 
the attention it won for the window 
displays of the 61 merchants who 
took part made the promotion well 
worth while. 
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NE drawback to selling inex- 

pensive items, is the fact that 
salespeople concentrate their efforts 
on larger, more profitable merchan- 
dise. Showmanship can get around 
this, however, according to 
card’s, Kansas City, Mo., which has 
made it fun for the sales staff to 
push any kind of smaller items. 

In this case it was 
jewelry, on which the store was op- 
erating a sale at $1 to $3.50. One 
case of $1 pieces was being ignored 


Jac- 


costume 





"No, she didn't return my ring—just the pawn ticket!" 
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until the manager opened up a 
novel contest. A standard punch- 
board was hung on the wall in the 
sales office and for each piece sold 
from the dollar case the salesperson 
received one punch, for two pieces 
to the same person, three punches, 
and for similar multiple sales, 
punches up to 10. Still more punches 
were given for add-on sales of cos- 
tume jewelry to customers who came 
into the store to buy other mer- 
chandise. 

With a number of punches com- 
ing, each clerk could easily punch 
out an extra dollar in a day, and in 
any case, earn his lunch. This idea, 
run for a month, resulted in a record 
amount of costume jewelry sales, as 
well as a pleased and appreciative 
group of salespeople. 
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IF Wendell Willkie becomes the 

next President of the United 
States, the jewelry industry can lay 
claim to at least a small part in 
bringing it to pass. 

Among the delegates to the Re- 
publican National Convention was 
Roy G. Wilcox, vice-president of 
International Silver Co. Sinclair 
Weeks, president of Reed & Barton 
Corp., Taunton, Mass., is a Repub- 
lican national committeeman from 
that state. And Joseph W. Martin, 
chairman of the convention, con- 
gressman from Massachusetts, Re- 
publican leader in the House and 
new chairman of the Republican 
National Committee, was once upon 
a time the enterprising young re- 
porter who covered the Attleboros 
for Tue Jeweters’ Circurar. 

Who says the jewelry field doesn’t 
know its politics? 


© © . 
6¢ TEWELS of the Bible” headlines 


a series of advertisements run 
by Archie Tegtmeyer, Milwaukee 
jeweler, on the “Go to Church Sun- 
day” page of a local newspaper. For 
six years, every Saturday, Tegt- 
meyer has bought and paid for this 
space, in which he quotes passages 
from the Bible. Milwaukee, being a 
“churchy” city, thinks well of Tegt- 
meyer’s religious contributions—and 
he is in earnest about them, not 
flaunting advertising matter in con- 
nection with the Bible quotations, the 
word “jewelers” being the only hint 
as to the kind of business Tegtmeyer 
is engaged in. 
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A **Sechool Colors’? Window Build a three-unit display, 
the center draped in black and topped with a cut-out of a teacher 
standing behind a desk, the sides draped in silk in colors of the lo- 
cal school and showing a boy and girl student, respectively. In the 
background place a large slate, chalked “School Needs.” Display 
watches in one unit; clocks and fountain pens in the others, each 


item plainly tagged. 
Suggested by Neubarth’s, Fargo, N. D. 


Win School Girls’ Interest Invite outstanding, popular 
high school girls to visit your costume jewelry department and 
inspect the various types of jewelry important for their appearance. 
Turn girls who call over to younger salespeople. The charm brace- 
let is now an ideal opening wedge to interest girls of 14, 15 and 16 
years of age in jewelry of all kinds—and the majority of young 
persons whose good will is thus won become regular customers. 
Start them young, for later business. 


Suggested by Mermod, Jaccard-King Jewelry Co., St. Louis. 


e 


Fraternity Jewelry Campaign Bid for social and stand- 
ard fraternity jewelry business with a series of fraternity displays, 
the window trimmed each week to attract the interest of a different 
fraternity. Mount the shield and a 200-word history of the frater- 
nity, done in Old English script, in the back of the window, and in 
the front display fraternity jewelry, including rings, buckles, 
money clips, watch chains, lockets, cigarette cases, and ideas for 
favors to be given at fraternity dances and dinners. 


Suggested by Hess & Culbertson Jewelry Co., St. Louis. 


The *Back to Sehool’’ Gift Write a letter like this to par- 
ents of school-bound young people: “Your son or daughter will ap- 
preciate a ‘back to school’ gift. Vacation hours are almost at an 
end—in a short time the young people will be on their way to 
school. Why not send them off, rejoicing, with a fine and useful 
gift? We are now showing a list of ‘back to school’ remembrances 
designed to please any student. They are all quality gifts, and 
range from sturdy pen and pencil sets to the always desired wrist 
watch, as well as compacts, belts and tie clasps. You are always 
welcome to come in and look around. We specialize in quality gifts 
for all occasions.” 

Suggested by Huber Jewelry Co., Yuma, Ariz. Black Star 
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Coming August 26'— Greatest 


Simultaneous conventions of ANRJA and NAC. with 
jointly sponsored jewelry]show in connection. to pre- 
vide greatest jewelry trade gathering in history. Lar- 
gest display on record fills all available exhibition space. 





Martin Dies, Congressman from Texas and chairman 
of the Congressional Committee for Investigation 
of Un-American: Activities, will tell of this crusade. 


\ 7 HAT promises to be the greatest gathering of 
jewelers and the largest exhibition of jewelry 
merchandise in trade history will get under way at the 
Waldorf-Astoria Hotel in New York during the week 
of August 26. On that day, members of both the Na- 
tional Association of Credit Jewelers and the American 
National Retail Jewelers Association will assemble for 
their annual conventions, accompanied by a simultaneous 
exhibition of jewelry merchandise under the joint aus- 
pices of both groups. 

Heretofore, the ANRJA and the NACJ have 
always held their conventions and accompanying trade 
shows in different cities at different times, but last win- 
ter, at the suggestion of the exhibitors, they decided 
to assemble in the same week and in the same place 
with one big consolidated jewelry show, which would 
be jointly sponsored by both groups, serving the mem- 
bers of both. It was agreed that in 1940, the show 
would be held in New York, where the American Na- 
tional Retail Jewelers Association has convened for the 
past several years, while in 1941 the joint event will 
go to Chicago, which has been the home grounds of the 
National Association of Credit Jewelers, 

That the plan has fully equalled, if not exceeded, the 
hopes of its proposers, is shown by the fact that at the 
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time this is being written (more than one month before 
the show opens) every inch of exhibit space on the 
ballroom floor and balconies of the Waldorf-Astoria 
Hotel has been completely sold out, in addition to which 
scores of manufacturers will have individual exhibits 
and salesrooms throughout the hotel. In number of 
exhibitors, in variety of merchandise shown, and in 
amount of exhibitor space occupied, the consolidated 
show of 1940 has far surpassed all previous records for 
any similar jewelry trade event in the past. Jewelers 
attending the convention will see the greatest array of 
jewelry merchandise ever offered for their inspection 
at one time and place. 

Indications are that attendance, too, will surpass all 
previous records, as should be the case this year, since 
the members of both national associations will be in- 





Ralph Roessler, of Marion, Ind., 
president of the National Asso- 
ciation of Credit Jewelers. 


Myron Everts, of Dallas, presi- 
dent of the American National 
Retail Jewelers Association. 


cluded. However, the two conventions, although being 
held during the same week and in the same hotel, will 
be entirely separate from and independent of each other, 
each having its own separate meetings with its own 
individual program, speakers and business sessions. 
Officers of both associations have emphasized, though, 
that all meetings will be open to the members of the 
other association and that they are invited to attend 
and will be cordially welcomed. 

In order to avoid conflicts between sessions, the meet- 
ings of the ANRJA will occupy the morning hours 
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Trade Event in Jewelry History 


Chairman Dies, of Congressional Investigating Committee, 
will tell convention of fifth colamn activities and counter 


measures at NACJ session Tuesday. 


ANRJA features 


brass-tacks discussions at daily breakfast round tables. 


throughout the week, while the NACJ will take over 
in the afternoon following the luncheon recess. 

The exhibition will open each day from 9 a.m. to 7 
p.m., except Tuesday and Thursday, when it will con- 
tinue to 9 p.m., so that everyone will have ample oppor- 
tunity to inspect the exhibits as well as attend the 
convention sessions. Keeping the show open for at least 
two evenings will also accommodate those local retailers 
and sales people who may not be able to attend during 
business hours. 

A program of unusual entertainment interest, as well 
as practical value, will be staged for the members of both 
associations on Wednesday evening, Aug. 28. N. W. 
Ayer & Son, advertising agents for the DeBeers Consoli- 
dated Mines, will present an instructive and entertaining 
marionette show, billed as “Putting the Ring Around 





Charles T. Evans, secretary of 
ANRJA, under whose direction 
the 1940 show is being staged. 


J. Frank Newman, secretary of 
NACJ, who will have charge of 
next year's show, in Chicago. 


Rosie—a Big, Busy Diamond-Bright Review, with 
Mirth, Maidens, Music—and a Moral.” 

The DeBeers’ production will be followed with three- 
dimensional photography, shown by the Elgin National 
Watch Co., and an interesting and informative movie 
portraying the making of a spoon, by the International 
Silver Co. 

Programs of extraordinary value and interest have 
been planned by both associations. Several outstanding 
speakers of national prominence have been arranged for 
by the National Association of Credit Jewelers for its 
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Scene of the conventions and exhibition 
will be New York's famous Waldorf-Astoria. 


programs, one of the high spots of which will be an 
address on Monday afternoon, August 26, by the Hon- 
orable Martin Dies, member of Congress from Texas 
and chairman of the Congressional Committee for the 
Investigation of Un-American Activities. According to 
reports from the NACJ, Congressman Dies has promised 
to take the lid off and will make some startling revela- 
tions of present-day Fifth Column activities in the 
United States, and the steps that are being taken by 
the government to counteract them—a topic which 
cannot fail to hold the keenest interest for every Ameri- 
can today. Other featured speakers on the NACJ list 
are Robert H. Freer, member and former chairman of 
the Federal Trade Commission; Zenn Kaufman, counsel 
in business relations, national known writer and speaker 
on showmanship in business; and Harry P. Bridge, ad- 
vertising counsel. The complete NACJ program follows: 


NACJ CONVENTION PROGRAM 
Monday, August 26 


9 a. m., Registration. 
(Please turn to page 122) 
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This 4-Point Program Sells Costume Jewelry 


ccipnitesnelclgigienileiianne csieaienasiiies 
P 4 A — 
. a re 
Samaiinn 


by 
HAROLD S, KAHM 


WO years and six months ago, the J. B. Hudson 

Co. of Minneapolis launched a campaign to increase 
their sales of costume jewelry. This campaign did not 
involve spectacular advertising, or flamboyant stunts. It 
consisted, rather, of a subtle, quiet long-range program 
in keeping with the firm’s reputation. 

The result of this merchandising program has been, 
thus far, an increase of approximately 60 per cent in 
costume jewelry sales, with the real results of the plan 
still in the offing. Sales are increasing monthly, slowly 
and steadily, and there is every indication that Hudson’s 
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Bepartmentalizing, individualized lines, 
dramatized display and personalized 


selling build volume for Hudson’s 


costume jewelry business will eventually have been 
doubled as a direct result of the plan now in operation. 

The four points of the plan, as explained by Mrs. 
Jess D. Alt, buyer and manager of the costume jewelry 
department, are as follows: 

1. A completely separate department for costume 
jewelry. 

2. Highly “individualized” and exclusive stock. 

3. Dramatized display. 

4. Personalized selling. 

Let us consider each of these points in turn: 
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|. SEPARATE DEPARTMENT 

The primary function of a completely separate de 
partment, says Mrs. Alt, is to focus attention upon the 
costume jewelry. This is necessarily the first step to 
ward increasing sales. A department devoted exclu 
sively to a single type of jewelry makes an impression 
upon customers, and helps to establish the store as a 
“headquarters” for that particular merchandise. 

The advantage is primarily psychological. The aver 
age customer seems inclined to be attracted toward 
a completely separate department. Even if this section 
does not carry a larger stock than the store would have 
anyway, without the separate department, the effect is 
nevertheless created in the prospective customer’s mind. 
She feels that it is something different, something more 
complete. And the merchandise itself is enhanced, made 
more attractive, by not being grouped with other 
jewelry. 


2. "INDIVIDUALIZED" STOCK 


“Our stock,” continues Mrs. Alt, “is kept as highly in- 
dividualized as possible. I never pass up an opportunity 
to find new sources for individual pieces. I try to have 
as many pieces as possible that cannot be duplicated. If 
I must get a line that other stores carry, I insist on hav- 
ing the exclusive sales rights to certain pieces in that 
line. This results in a reputation for individuality, and 
is extremely important to a store handling higher-priced 
as well as popular-priced merchandise. 

“The average woman who buys a piece of costume 
jewelry does not like to find another woman, possibly a 
friend, wearing exactly the same piece as herself. There- 
fore, a store with a carefully built-up reputation for ex- 
clusive individuality is certain to attract customers. Even 
the customer who knows she cannot afford io buy an ex- 
clusive piece—who does not, in fact, care to pay more 
than $3 or so—is attracted to a store that has an exclu- 
sive reputation; she feels that she has a better chance of 
getting something new and different. 

“Consequently, I spend a great deal of time in this 
country and in Europe searching for new sources of sup- 
ply. Last year, for example, I ran across a Russian ref- 
ugee and his wife in Paris, who were making exquisite 


Glamorous as the jewels of 
a rajah's harem — costume 
pieces well displayed. 










pieces. I snapped them up instantly. This is the ideal 
type of buying source for my purpose, at least in the 
higher priced brackets.” (Hudson’s classify costume 
jewelry in three price groups: Low, $3 to $10; Medium, 
$10 to $35; High, $35 to $75.) 


3. DRAMATIZED DISPLAY 

“It is difficult to explain,’ says Mrs. Alt, “what 
I mean by dramatized display. Perhaps I can put it best 
by stating that there is a way to arrange costume 
jewelry in a showcase, or in a window, so as to bring 
out the most attractive qualities of each of the pieces. 
Grouping is one of the first considerations. Pieces of the 
same materials, or from the same identifiable source, 
should be grouped together, and the finest pieces of each 
group should be centered, to act as a nucleus for that 
particular group. Adequate lighting is also, of course, 
of great importance. And when a piece is shown to a 
customer, it should be presented as carefully as if it 
were one of the crown jewels. 

“A properly ‘dramatized’ display arrangement adds 
greatly to the eye-value of costume jewelry and tends to 
increase sales.” 


4. PERSONALIZED SELLING 

Yesterday a man came into the costume jewelry de- 
partment to buy a bracelet for his wife, for her wedding 
anniversary. Mrs. Alt waited on him, and in accordance 
with her principles of personalized selling, engaged him 
into conversation. He told her, among other things, that 
his mother was fond of costume jewelry. The bracelet 
which he finally selected for his wife was a valuable one, 
and Mrs. Alt realized that she had an excellent poten- 
tial customer of additional pieces. She suggested a neck- 
lace to go with the bracelet, and also mentioned it might 
be nice to surprise his mother with a few things. When 
the smoke cleared away, he had bought $375 worth of 
costume jewelry. He had intended to spend $75. Even 
more important, he left the store highly pleased with 
the suggestions that Mrs. Alt had offered—and in the 
frame of mind that is likely to bring him back for other 
purchases. 


“Each customer,” says Mrs. Alt, “must be given the 
(Please turn to page 77) 
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Jewelry in the spirit of 1940—better-grade flag and pa- 
triotic brooches and pins—is mounted on panels, on each 
side of a copy of the famous painting, "The Spirit of '76." 






Public Weleomes Patriotism 


Window Displays of patriotic jewelry and American-made 


merchandise strike the dominant chord of today—nationalism ! 


By Robert M. Jordan, sales manager. Osthy & Jordan Co. 


E are all aware of the patriotic fervor which is 

sweeping through our country. There are many 
varied opinions as to the position we should take in re- 
gard to aid for Great Britain, but we are united in our 
appreciation for the liberties afforded by American de- 
mocracy and in our determination to maintain that free- 
dom which is our inheritance. 

This spirit of appreciation and determination has 
brought about a desire to express a patriotic spirit by 
means of costume accessories. Seldom has there been a 
trend of such widespread influence as the present one 
toward patriotic jewelry. Manufacturers can’t even be- 
gin to supply the demand for the low-priced flags and 
jewelry incorporating the patriotic theme now being 
sold in the department and syndicate stores. 

A sizable portion of this business can be directed to 
retail jewelers. The first requirement is getting the 
proper merchandise. It is recommended that those re- 
tailers who wish to direct consumer dollars that are be- 
ing spent for patriotic jeweiry to their counters, make 
an attempt to do so by promoting better merchandise. 
There are millions of women who want to express the 
spirit of patriotism but who do not want to do so by 
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means of the cheap low-priced merchandise that is cur- 
rently being sold. 

Better lines are now being manufactured. Get these 
and display them properly and you will get the business 
that the opportunity affords. Patriotic jewelry retail- 
ing from $3 to $5 will hit the right range for profitable 
volume of business. Many department stores are enjoy- 
ing a good business in patriotic jewelry within that price 
range at the present time. You should get your share of 
this quick turn-over of profit-building volume. 

Once the merchandise has been obtained, the next step 
is its promotion. The display illustrated at the top of 
this page provides a suggestion for calling attention to 
your sidewalk traffic that jewelers can supply the de- 
mands for better patriotic jewelry. 

This display is simple and inexpensive to construct— 
all that it requires is a local artist to draw and paint in 
colors the well-known illustration of ‘““The Spirit of ’76” 
and letter above the illustration “Jewelry in the Spirit 
of 1940.” You can probably get a colored picture of 
“The Spirit of ’76” from your nearest art shop, if you 
prefer. The side panels can be covered with black vel- 
vet pads on which those pieces of jewelry that adapt 
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themselves to upright display can be attached. These 
panels may be simply wings from the cardboard on 
which the illustration has been painted, formed by scor 
ing at both sides of the illustration and bending forward 
to form an easel. The size of the illustration will depend, 
of course, on your window. 

The sales possibilities arising from the nationalistic 
fervor are not confined to the sale of patriotic jewelry 
alone. If you will use the patriotic motif as the themes 
of other window displays, you will find that they will 
win the public eye because this subject is uppermost in 
people’s minds and closest to their hearts. The two il- 
lustrations on this page provide suggestions for displays 
of a general patriotic theme. American-made merchan 
dise can be used with these displays as well as whatever 
patriotic jewelry you may wish to promote. 

The illustration at the bottom on this page suggests 
a display that will be certain to catch the eye of pas- 
sersby, because it combines an effective lighting arrange 
ment with motion. You will find it easy to install. All 
that is required is a flag of a suitable size, two fans and 
two spotlights. ‘The flag should be made of silk so it 
will throw off the highlights provided by the spotlights. 
The fans can be arranged in opposite corners of the win- 
dow so that there will be a gentle but continuous ripple 
to the flag. It is simply a matter of experimenting to 
find where to place the fans and the spotlights to bring 
about the most effective results. 

The third illustration provides a suggestion for a 
splendid attention-getter but you will find it a little more 
difficult and expensive to install than the other two. As 
the illustration indicates, a large shield is set at the top 
of your window steps, or in some elevated position pro 
vided for it. In white letters on the blue field of the 
shield appears the phrase “Gifts for Americans, Made 
hy Americans.” The center stripe of the shield is cut 
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Motion, in a window display, always stops crowds. 
Here, smaller American-made merchandise is attached 
to a revolving disc, and is moved into place in the 
white strip which is cut out of the center of the shield. 


out. Back of this shield is a revolving disk. If you do 
not have a small motor available to use for the revolving 
disk, one can be readily borrowed or rented from your 
local electrical supply house. Small merchandise such 
as watches, lighters, rings, jewelry, etc., made in Amer- 
ica, can be attached to this revolving panel. A small 
American flag stuck above and below the merchandise 
would provide an effect of a parade of flags and Ameri- 
can-made merchandise. This display will be certain to 
create a great deal of interest in your window and ensu- 
ing sales. 

The expression of the patriotic spirit through your 
display will be appreciated by your townspeople. This 
appreciation cannot help but express itself in extra 


business. 
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The silk flag waves in a breeze 
created by fans in two corners 
of this window. Love-of-coun- 
try jewelry and representative 
American merchandise can be 
shown here, in a dramatic way. 
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Every Third Wateh Owner 


Is Good Prospect for New One 


35 per cent of watches at present in service 
found to be over 10 years old, and out of 
style if not out of order. Akron, Ohio, survey 


shows who needs new watches, and why 


“y T’S time I had a new watch.” 

How many people in your sales area own grace- 
less, old-style pocket watches or clumsy wrist watches of 
early vintage, and are thinking today about buying a 
modern timepiece? 

More important, from your viewpoint as a merchant, 
how many need to be jolted out of thoughtless satisfac- 
tion with their costly-to-repair, unattractive jalopy 
watches? 

How many people should be responsive to an advertis- 
ing campaign with the angle: “Does your watch hide its 
face in society?” “Why wear an old timer?” or “Have 
you forgotten about the style of your watch?” 

The answers to these questions—facts and figures 
concerning the big replacement market, that functions 
with watches much the same as with automobiles and ra- 
have developed from this publication’s thorough 
survey of watch ownership in Akron, Ohio. 


dios 





In this city, typical of industrial communities from 
coast to coast, 35 per cent of the watches now in use are 
more than 10 years old—therefore, hopelessly out of 
style, and unless they have been carefully tended, pretty 
much out of order, as well. The cost of the increasingly 
frequent servicing needed to keep old watches like these 
in good running order, to say nothing of the annoyance 
of being deprived of the use of the watches for so much 
of the time, while they are being repaired, makes the 
owners of these timepieces potential buyers of new, ac- 
curate, pleasing-to-the-eye watches. 

Bought within the last five years were 51 per cent of 
the watches owned by men, and 43 per cent of those 
owned by women. Among men, 17 per cent of the 
watches are from six to 10 years old; among women, 18 
per cent. This resolves into a huge replacement market, 
involving 32 per cent of men watch-owners and 39 per 
cent of women watch-owners who bought their time- 
pieces before 1930. Persons who answered “I don’t 
know” when asked in what year they bought their watch 
are assumed to have acquired them more than 10 years 
ago, since they could easily have remembered more re- 
cent acquisitions. 

Assuming, in this day of accent on style in everything 
we wear, that a watch over 10 years old is obsolete, the 
Akron cross-section reveals that new watches are needed 
by 21 per cent of the men and 32 per cent of the women 
in upper income families; by 32 per cent of the men and 


64 


t7 per cent of the women in the middle income group, 
and by 36 per cent of the men and 26 per cent of the 
women in the lower income bracket. 

The relatively large number of old watches at present 
owned by women members of middle income families 
would seem to indicate that these watches, though 
bought more than 10 years ago, were of high quality 
originally and have been conscientiously cared for. On 
the other hand, the surprisingly small proportion of old 
watches possessed by women of low income families im- 
plies the purchase every few years of less expensive 
watches which give out and are replaced with new ones. 

Naturally, people past their 50th birthday are more 
often in need of an up-to-date timepiece than their jun- 
iors. Watches bought before 1930 are owned by 62 per 
cent of the older men, and by 71 per cent of the older 
women, compared with 31 per cent of the men and 42 
per cent of the women between 21 and 50 years old. 

Nine per cent of the watches now in use were bouglit 
11 to 15 years ago; 8 per cent, 16 to 25 years ago, 2 per 
cent more than 25 years ago, and 16 per cent were pur- 
chased in forgotten years. Some of the watches still in 
service were bought as long ago as 1886 and 1880. As 
time-keepers these old watches should be replaced, un- 
less they have been well used and repaired; from the 
standpoint of style, all deserve retirement. 

In selling watches, Akron jewelers have considerable 
competition from outside their own field. For instance, 
the quéstion “If you acquired your watch through pur- 
chase, where did you buy it?’’ produced the response, “I 
got mine from a wholesaler,” from 15 per cent of the 
women who answered. 

The women who admitted that they “got their watches 
wholesale” belong entirely to medium-income and low- 
income families, and apparently purchase from indus- 
trial catalogs in the offices of the purchasing agents in 
businesses where they are employed. Significantly, 
among men, the “wholesale” buying of watches is pretty 
well limited to the high-income group—business execu- 
tives, junior executives and department heads, who like- 
wise have access to attractively printed catalogs with 
their “list prices subject to a discount of 50 per cent 
with an additional cash discount of 2 per cent.” 

Though industrial jobbers or retailing wholesalers sell 
7 per cent of all the watches bought in Akron, they are 
only one variety of competition confronting Akron’s re- 
tail jewelers; after deducting watches sold by depart- 
ment stores, other local retail stores and mail order con- 
cerns, the retail jewelers are left with only 65 per cent 
of the volume, by units. 

Department stores account for 9 per cent of watch 
sales, and appeal as you'd expect more strongly to 
women purchasers than to men. 

Hardware, drug, cigar and other local retail stores 
get 14 per cent of the watch sales-—largely the $1 and 

(Please turn to page 97) 
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FROM WHOM DID YOU BUY YOUR WATCH? 
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WHEN DID YOU BUY YOUR WATCH? 
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’nderwood & Underwood 


Buchroeder's student salesman sells $65 worth a week "on campus” 


UILDING a worthwhile volume of trade among 
college students is no easy matter, as most college 
town jewelers will readily admit. 

Added to all the normal problems of the jewelry re- 
tailer are such things as the complete evaporation of this 
market for three months of the year when the entire un- 
dergraduate body goes home for vacation—the fact that 
every customer leaves town after four years—the ten- 
dency for at least some of the students’ purchasing to be 


done at home by either themselves or their parents—and 
the intense competition for students’ “natural” business, 
such as fraternity pins and trophies, on the part of cer- 


tain manufacturers through direct representatives. 

Yet, when these obstacles can be overcome, the result- 
ing volume of college student business is a plum that is 
decidedly worth the while of any jeweler. 

John Buchroeder, president of Buchroeder Jewelry 
Co., Columbia, Mo., has made such a marked success in 
this field that THe Jewevers’ Circutar-KeysTone, in 
order to help other jewelers in the more than 700 college 
communities throughout the United States, decided to 


get and publish the facts about how Mr. Buchroeder has 
done it. 

The selling plan which has been so successful for 
this enterprising jeweler has some similarities to those 
in use by other jewelers in college towns—the use of 
student representatives to carry the selling effort di- 
rectly to the student in his own surroundings (prefer- 
ably the fraternity house). It is, however, more thor- 
oughly and systematically done than is usually the case 
-~—in fact, Mr. Buchroeder says that the essential key to 
suecess in developing business in the college market is 
intensive and constant cultivation. 

Columbia is the site of three colleges—Christian Col- 
lege, Stephens College (for women) and the University 
of Missouri. However, Buchroeder uses only one stu- 
dent representative who covers all three institutions. He 
is hired at the beginning of his sophomore year, and con- 
tinues as the Buchroeder college salesman till his gradu- 
ation. Another sophomore is then selected to replace 
him and the process is repeated. 

By following this method, Mr. Buchroeder keeps each 
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representative for three years—an important point, be- 
cause with experience the young man becomes a more 
capable salesman, and builds contacts and friendships 
that help him in getting business. In fact, by the end of 
his three years, the boy generally has become a good 
salesman with a fairly good knowledge of jewelry. 
Selecting the right kind of representative, of course, is 
highly important. There are two qualifications which 
Mr. Buchroeder regards as essential over and above the 
usual qualities which every employer wants in a young 
man who is seeking a job. The first of these is that the 
boy must be working his way through school, or at least 
earning part of his expenses. This is necessary, Mr. 
Buchroeder finds, because to such a boy a reasonably 
good job means everything and he will work correspond- 
ingly harder than the youngster who looks upon his em- 
ployment as merely the means to some extra luxuries. 
Secondly, Mr. Buchroeder makes it a point to select 
a boy who is not a fraternity member. This is partly be 


Planned Selling 
Develops 
College Trade 


Are You in One of the 700 College Towns? 
Them You’ll Be Interested in Buchroeder’s 
System That Sells $500 a Week in Insignia, 


Trophies. Watches, etc... to Campus Folk 
by HENRY L. MARTIN 


cause of the factor just mentioned, since the fraternity 
boy is necessarily in somewhat more prosperous financial 
circumstances, and partly because the non-fraternity 
man is less likely to be handicapped in his dealings with 
the members of any fraternity than the boy who is a 
member of a rival organization. 

Because the Buchroeder connection is known as one of 
the good jobs on the campus, there are always plenty of 
applicants. In addition, Mr. Buchroeder says he makes 
it a point to keep his eyes and ears open in visiting the 
town’s drug stores and lunch rooms, where students usu- 
ally work for as little as their meals. A little observa 
tion soon shows whether a boy has the desired qualities 
of industry, pleasing personality, etc., and if so, he is 
given consideration when the time comes. Because the 
job that Buchroeder offers is such an improvement over 
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Buchroeder's present student salesman, 
Charles Thorrton, is typical of the boys 
who win their mates’ business for the store 


the average drug store or lunch wagon employment, 
these boys invariably snap it up if the opportunity oc- 
curs. In fact, the present student salesman was discov- 
ered by Mr. Buchroeder working in a cafe, where the 
youngster’s appearance, manner of meeting and dealing 
with people, and earnest attention to his job made such 
a good impression that when the opening occurred, last 
fall, the position was offered to him. 

The new boy is given several days of intensive train- 
ing before being sent out to do any selling. He not only 
is thoroughly drilled in the merchandise carried by the 
store, but also puts in some time in the shop where Mr. 
Buchroeder makes his special fraternity goods, having 
explained to him the differences in various metals and 
alloys, processes of jewelry manufacture, and the like. 

Another special point in the training of the student 
representative is teaching him just how a fraternity or 
a sorority operates. As explained, the student salesmen 
are not fraternity members and, of course, it is necessary 
that they know as much as possible about the workings 
of these organizations in order to carry on their dealings 
intelligently. Included are such things as how fraterni- 
ties are organized, how they get their members, their 
insignia, the use of them, how the local chapters fit into 
the pattern of the national organization, and so on. 

Equipped with his newly acquired information on 
both jewelry and fraternities, the new representative 
calls on one fraternity or sorority each day. This call 
is usually made at noon, since the fraternity or sorority 
members are most likely to be at their houses at meal- 
times. On this visit, the Buchroeder man takes with him 
a representative selection of samples of not only frater- 
nity and sorority pins, rings, etc., but of the complete 
Buchroeder jewelry line. He sets up a display of his 
goods in one of the general rooms of the fraternity 

(Please turn to page 95) 
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Note how modern silverware inspired by Chippendale-Early Georgian designs reproduces motifs from the furni- 
ture and decorations of that era. Although other manufacturers have equally appropriate patterns, space pre- 
vents the showing of more than two examples in sterling and two in plate typical of the feeling of this period. 
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Knowing Yesterday’s Designs 


Sells Silver Today 








Modern adaptations of 18th century styles predominate in the 
furnishing of American homes. This article is the first of two 
sections explaining Georgian design, and is the fourth in a 
series of articles by Belle Kogan, talented industrial designer, 
covering the entire background of si!ver patterns. 
chapter will help the jeweler advise his customers in the 
selection of appropriate service for homes furnished in the 
Early Georgian manner, of which Chippendale is master. 
Next month will deal with the Late Georgian period, Adam, 
Hepplewhite and Sheraton motifs, popular in modern homes. , 

’ 


This 





BELLE KOGAN 





Part IV—Eighteenth Century Influences on Modern Silver 


NE of the richest of all periods in its creative con- 

tribution to decorative design, and most generally 
adapted for present-day use, is the period of the Georges 
in England (1714-1811). It was in this era of just 
under 100 years that social change and industrial devel- 
opment separated court life from the lives of the people, 
and great craftsmen for the first time loaned their own 
names to the styles they originated. 

George I and George II, both German-born, were 
largely dominated by Sir Robert Walpole. The middle 
classes were divided between a gay, intemperate life on 
the one hand, and the reforms of John Wesley on the 
other. With George III came the heavy hand that was to 
give birth to the American Revolution. 

Under the reign of the Georges, the spinning jenny, 
the spinning machine, and the steam engine were in- 
vented. England achieved leadership in the ceramic 
world with the establishment of such potteries as Wedg- 
wood. Great colonies were developed—Canada, Africa, 
Australia. 

This was the time of the important English cabinet- 
makers who created deathless furniture styles. One of 
the best known of these is Thomas Chippendale. In his 
fashionable shop, a meeting-place for the smart and 
wealthy of the period, Chippendale created furniture 
that was variously inspired by rococo, the Gothic, and the 
Chinese. He worked chiefly in mahogany veneers, from 
Cuba, Santo Domingo, Jamaica, and the gleaming mahog- 
any surfaces supplied a perfect background for the great 
silver services of those days. The Chinese influence was 
much seen not only in Chippendale’s furniture but 
throughout decoration at this time. It appeared in fab- 
rics, wallpapers, ceramics. 
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Typically Chippendale motifs found in his various fur- 
niture expressions are the acanthus leaf, eagle head, 
curved Chinese tracery, cabochons, vase-shaped splats 
carved with foliage and flowers. 

During this period, artists and artisans turned to one 
another for ideas. The silversmiths borrowed from the 
cabinetmakers the fret-work motif and in turn found 
their own gadroon, scalloped edge and gallery tops re- 
produced in table tops. Small tables were popular, and 
the Chippendale school is responsible for the tripod table 
base, produced with tops in several forms, notably the 
piecrust. The repeated use in today’s 18th Century 
rooms of these small Chippendale tables has created a 
demand for appropriate decorative accessories also of 
18th Century character—lamp bases made from silver or 
ceramic jars, Chelsea or Wedgwood figurines, bowls and 
boxes. 

Silversmiths reached the height of their creative 
careers and designed forms and embellishments that pro- 
vide the bulk of today’s popular silver hollowware. Shef- 
field developed the special plating process in 1750 now 
identified with that name. Through this process solid 
silver designs that had previously been available only to 
the wealthy were reproduced, put within popular reach, 
and became widely used. Production of Sheffield prac- 
tically stopped in 1840, with the introduction of electro- 
plating. 

With the opening of the Josiah Wedgwood factories, 
the Bow and Chelsea, Worcester and Bristol china and 
soapstone potteries, fine figurines and lovely dinnerware 
came into being, making a major contribution to ceramics 

(Please turn to page 125) 


ER TA EMTS a 



















These Three 
Remodeled Stores 


Are *Box Offiee’ 






Easy-to-see window displays, waist level above the sidewalk, 
have a showcase effect, in the remodeled store of Ben's 
Jewelry Co. in Sioux City. The two-story front is made of 
green and ivory structural glass, decorated with sand- 
blasted crests and trimmed with bronze. Windows are bent. 


The modernized store of T. C. Tanke, Inc., at 382 Main 
St., Buffalo, has a three-story front of polished granite 
and Indiana limestone. The air-conditioned interior has 
desk-high showcases fitted with chairs. Cost of the entire 
remodeling job, $15,000. Edgar N. Block is manager. 


Everything is new in Hamilton's, of Columbia, 
S. C., except the safes and employes. Stained 
walnut fixtures, indirect lighting, curtain walls, 
rubber tiling and air-conditioning make the in- 
terior a pleasant and efficient place to sell. 
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THE WADSWORTH WATCH CASE COMPANY, INCORPORATED, DAYTON, KENTUCKY 
Offices: New York, 630 Fifth Ave. Chicago, 35 East Wacker Drive 
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HOW THE RETAIL DOLLAR IS SPENT BY SEASONS 


6 MONTHS TOTAL 
ENG. 44.7 
WED. 48.8 











FIRST QUARTER —18.5 
A 


SECOND QUARTER- 23.4 
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A jewelers’ advertising schedule chart, geared to the number of engagements and marriages occurring during each month of the year, and also 


expected sales volume for each quarter. 


The three bottom lines indicate how to allocate your advertising schedule through the year. 


Bargains. Bargains. Everywhere—But Why Let Quality Sink? 


by THE OBSERVER 


HAT does it mean to you, Mr. Jeweler, to have 

some expert pie-chart producer say, “For every 
million families in the United States 42,843 marriages 
will be celebrated and 76,232 new babies will be born 
during the coming year?” 

Does it spell the assurance of profitable sales for the 
next 12 months, or are the figures just confusing digits 
vaguely seen through your bifocals? Does it spell op- 
portunity to sell quality goods or have you since 1932 
made it a habit to buy only price-appeal merchandise 
and now find it hard to trade-up? 

In 1933 the national income you'll recall, was about 
33 billion. But in 1939 it was up to 70 billion—more 
than a 100 per cent increase. Nevertheless, a glance 
over most jewelers’ stocks discloses that they never have 
really gotten out of the habit of stocking the cheaper 
grades of goods. The unit of sale in some stores has 
dropped to a dangerous point and too little seems to be 
done about it. It’s about time we recalled the logical 
words of John Ruskin, who said, “All works of taste 
must bear a price in proportion to the skill, taste, time, 
expense and risk attending their invention or manufac- 
ture. Those things called dear are, when justly esti- 
mated, the cheapest.” 

People today are spending their money. Witness the 
methods they’re employing. Night clubs, horse and dog 
tracks, Florida resorts last winter and northern ones 
this summer are going great guns; better-grade motor- 
cars are moving from show rooms into garages in high; 
golf club memberships are long, and fur shops are flour- 
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ishing. Why is it the jeweler still sticks to $5 to $25 
items? Has he become immunized to the appeal that 
high-quality, high-priced merchandise inherently pos- 
sesses?) You’re a Rip Van Winkle if you think nobody 
desires fine things. The obvious good fall and Christmas 
business coming will find some stores still lacking the 
stock when somebody asks, “Can you show me something 
better?” 

That doesn’t mean you should hark back to 1929 fig- 
ures. Prices were high. People paid what was asked. 
This past year of ’39 more actual goods were sold than 
in ’29, although the dollar volume was less because 
prices were lower for comparable quality. But you can 
cheapen a product just so far—beyond that it’s no bar- 
gain at any price. Obviously, depression-born products, 
to be sold as bargains, had a profit for their maker. 
These goods were not high-class products suddenly re- 
duced for liquidation on fast turnover. 

It’s time we widened our horizons, for the jeweler’s 
actual existence depends on the fact that he has been the 
authority on gems and gifts—a counsellor to fine fami- 
lies for generations. If the department store carries the 
same sort of merchandise people will follow the crowd. 
The jeweler must stock, show and sell fine things now 
more than ever or relinquish his position to the less- 
worthy competitors. 

Advertising well done will help jewelers to sell their 
rightful share of giftwares. It must be well timed. It 
must carry conviction. It must be consistent. Here are 
some helpful hints on when and in what months it should 
be done. Keep this for reference. 
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|SMASHING ALL RECORDS 








While RONSON sales have substantially 
increased year after year, the first six 
months of 1940 have been phenomenal. 
They're breaking all records. 





Retailers are facing the greatest season 
in RONSON’S long history. Because of: 
Rapidly growing public recognition that 
a RONSON is a smoker’s “indispensable.” 
And THE ideal gift * The most superb 
array of RONSONS ever created. Your 
jobber is showing them now « A national 
barrage of powerful sales-making Fall 
and Winter consumer ads « A sales crew 
of vigorous, seasonal dealer “‘helps.” The 
kind which compel customer attention 
and interest. FREE + Increasing mouth- 








XONSON table lighters offer tremendous sales possibilities. Each sale produces a 
uicy profit for you. They are remarkably easy to sell. Here are a few reasons: 
They add an outstanding decorative touch to the home ¢ They'll serve a family’s 
ight-up needs for months on one fueling. They'll do the job of hundreds of thou- 
ands of matches « They are safer and cleaner than matches « They make impres- 


to-mouth recommendations of millions 
of RONSON owners * Exciting special 
items — like the $2.95 leather-covered 
RONSON, for instance. Only one of many. 


* s * 


RONSONS are an important part of the mod- 
ern jeweler’s stock. As this season advances 
they will become still more important. There- 
fore, as we are faced with huge orders as well 
as a possible metal shortage and uncertain 
sources of supply, we earnestly advise the 
trade to stock up promptly. Ordering now is 
your best protection against possible price in- 
creases, delayed deliveries, etc. 


ONSO 


WORLD'S GREATEST LEGHTER 


- s 
{7 
i/ 


~ 





See the complete and exciting RONSON lines for 
1940 through your jobber or at these permanent 
display rooms—New York: 347 Fifth Ave. ; Chicago: 
36 So. State St.; Los Angeles: 728 So. Flower St. 

Visit RONSON Exhibit at the ANRJA-NACJ 
Jewelry Trade Show—Booth Nos. 16 and 17 at the 
Waldorf-Astoria Hotel, New York City, August 26 
to August 30. 

RONSON Exhibit at Parker House Gift Show — 
Suite 505 and 507 at the Parker House, Boston, 
Massachusetts, Sept. 9 to Sept. 13. 

ART METAL WorKS, INC., Offices and Factory: 
Aronson Sq., Newark, N. J. Canada: Dominion Art 
Metal Works, Ltd., Toronto. England: Ronson 
Products, Ltd., London, W. C. 2. 

* * * 
Be sure to let customers know RONSON has an ex- 
hibit at the N. Y. World’s Fair, Store No. 1, 
Academy of Sports, Constitution Mall. 


NEW RONSON 
SERVICER 


Feature it and sell 
it toevery RONSON 
Lighter purchaser. 





sive, ideal gifts * You can make several sales and therefore several profits per 
customer as “there's a RONSON for every room in the home” « RONSON national 
advertising and publicity have made the public “table-lighter-conscious.” 

With an adequate stock of RONSON table lighters, proper display and a few 
of the above arguments over-the-counter, you'll really “go to town.” 


ORDER THESE (AND OTHER RONSON PRODUCTS) FROM YOUR JOBBER OR WRITE US FOR FURTHER INFORMATION 





11. S. Pats. Re. 19,023—1,986,754; Canadian Pat. Nos. 288, 148—289,889—349,108; British Pat. Nos. 291,695—435,667; Other Pats. and Pats. Pending 











‘Our Wateh 
Repair Jobs 


Average 
$6.00” 





“Few watches can be repaired correctly for $2 or $3," Mrs. C. S. 
Craven reminds a customer. Showing how accurately watches of every 
type run after thorough overhauling, she sells another quality re- 
pair job. Guarantees on cheaper jobs used to lose money for this firm. 


by ROBERT A. LATIMER 





ELLING quality watch repair service is much the 

same as selling merchandise in the jewelry store, 
according to C. S. Craven, president, Craven’s Jewelry 
Co., Kansas City, Mo. 

A review of any day’s watch repair business in 
Craven’s reveals that only part of this business is drawn 
from Kansas City customers. In fact, Craven’s regu- 
larly get watch repair business from points as distant as 
San Francisco, and there are many cases on record where 
customers in those cities have caused their friends also 
to send their watches to Craven’s to be repaired. 

“We have for years held to a policy that not only holds 
but builds trade for this work,’ Mr. Craven pointed out. 
“I supervise all the work myself. We advise our cus- 
tomers to get scientific repair jobs and that’s what we 
give them. I have a set formula in the shop for the way 
all work must be done—every pivot must be smooth. 
every part polished and reset. 

“We never allow any deviations or short cuts to be 
taken in this work. We never work at the price angle. 
In fact, we won't fix a watch that we can’t guarantee will 
run right after it leaves our shop. 

“Our records show that of all our customers only 2 per 
cent are turned away by the fact that few watches 
can be repaired correctly for as little as two or three 
dollars, which fact we acquaint them with in the begin- 
ning. Our average job runs about $6.50.” 

According to Mr. Craven, several years ago, before the 
firm adopted its present policy, about 1200 watch repair 
jobs came to his store each year. Having always been 
a quality shop, it was necessary to guarantee this work 
to hold customer gvod will. This meant making many 
later adjustments which practically ate up the depart- 
ment’s profits. It also attracted a tvpe of trade that was 
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not particularly interested in the high quality of mer- 
chandise which the store carried. 

After serious consideration, Mr. Craven decided that 
the department could be operated profitably only if the 
watch repair work were done in such a manner that 
there couldn’t be a kick-back. It was with this idea in 
mind: that he planned his present’ system. 

And, he says, the results have been more than grati- 
fying. In less than 2 per cent of the cases do the re- 
paired watches ever come back for a major adjustment. 
Where the department formerly repaired an average of 
1200 watches a year at an average of $4 each, it now 
repairs 1600 a year at an average of $6.50, which 
amounts to more than twice the former income. 

However, according to Mr. Craven, the entire credit 
for this tremendous increase in the watch repair depart- 
ment’s income cannot be entirely credited to increased 
shop efficiency, for, like other quality merchandise, this 
service requires a special sales technique adapted to this 
particular service. 

This technique was evolved for merchandising 
Craven’s new repair service at the time the change in 
policy was made. Briefly, it works like this: 

A customer comes into the store to look, or buy, or 
inquire about repair costs. The reason that brought him 
in doesn’t matter. His attention is called to the firm’s 
watch repair shop, which is located near the front of 
the store. He is told of the firm’s guaranteed service 
and then customers’ watches that have been repaired are 
shown to him. 

“Let me show you how they run after we fix them,” 
the customer is told. Then anywhere from a dozen to 
two dozen‘repaired watches are spread on the counter in 

(Please turn to page 98) 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for August, 1940 











# 


ites 


Reg. U. S. Pat. Off 


THE WORLD'S MOST HONORED WATCH 


SL 


One oF 









Guprovcmanl” 
Wits WEWS/ 


a 






But while you can understand figures, your cus- 
tomers can not. Translated in language the con- 
sumer understands, the Longines watch of today as 
compared to the Longines watch of 10 years ago is 


You as a merchant can understand figures. 
Longines engineers have calculated that the 
Longines watch of today is 7% better than 
the Longines watch of 10 years ago. 

Considering that this 7% im- 
provement was made in a watch 
that was already considered 
close to perfect, that 7% im- 
provement is sensational news. 
But, it should be expected in 
these days of rapid improvement 
and advances in technology and 
engineering that the Longines 
watch of today would be better 
than the Longines watch of 
10 years ago. 

It should also be expected that 
the Longines watch of today 





l. More accurate; it runs better. 


ANRJA - NACJ 


Members and Guests 


are invited to 


HAYDEN PLANETARIUM 


Thurs. eve. August 29 


During the joint convention in New York 


2. It not only runs better when 
new but will run better for a 
longer time. 


3. If the Longines watch of today 
should need repair, a better 
repair can be made more 


quickly. 


as guests of 


Longines-WittnauerWatch Co., Inc. 














would cost less than the Longines watch of 10 years 
ago. Technological improvements both increase 
quality and decrease costs. 

Actually, today’s 7% better Longines watch costs 
30% less than the Longines watch of 10 years ago. 


For 74 years the Longines watch has been made a 
little better timepiece each year .. . better, smaller, 
more sturdy, and styled to the minute. Longines is 
the one fine watch that no fine jeweler can afford 
to be without. 


LONGINES-WITTNAUER WATCH CO. INC. 


580 FIFTH AVENUE, NEW YORK, N. Y. 
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THIS PROGRAM SELLS COSTUME JEWELRY 
(From page 61) 
impression that he or she is a very special customer, one 
deserving of extra thought and consideration. Make your 


customer feel important, and you've won a highly im- 
portant point. So far as is possible, we try to remember 


the particular tastes and interests of each customer, and | 
when a piece comes in we think she would like, we tele- | 
phone her. They feel flattered, and very often this re- 


sults in bringing in new customers. A woman telephoned 
in this way often mentions it to her friends. Sometimes 
she does this because she is simply pleased at our 
thoughtfulness, sometimes it is to show her friends how 
highly she is regarded by an exclusive store. Of course, 
this must be done intelligently, with a good deal of tact. 

“We make still another important use of the tele- 
phone: We have a special list of the birthdays and anni- 
versaries that our men customers wish to remember. We 
call them up in advance of the date to remind them about 
it, and to suggest a suitable gift. ‘The men are glad to be 
reminded, for sometimes they forget such a date alto- 
gether—with disastrous results! Even when reminded, 
they usually come dashing in at the last minute. This 
little card system is producing profitable results. 

“We take the attitude that each customer is a per- 
sonal friend. We get ‘chatty.’ A woman may be looking 
at a medium-priced piece of costume jewelry, an imita- 
tion antique. The sales girl may suggest, ‘Would you 
care to look at some genuine antiques, just for fun?’ 
That is the spirit of the idea, and it often gets results. 
It is easy for an intelligent girl to create this spirit of 
intimacy with customers, and to make use of it. This 
‘personalized’ selling is liked by the customers, and it 
sells more merchandise.” 


This is the four-point sales program that has so ma- | 


terially increased Hudson’s costume jewelry business. 
Advertising plays almost no part in it. Word-of-mouth 
advertising, declared Mrs. Alt, is the best. In any case, 
large spectacular advertising is “not dignified,’ and de- 
tracts from the air of exclusiveness that Hudson’s seek 
to maintain. 


JEWELRY SALES CONTINUE RISE 


Results for early 1940 indicate a further gain in 


jewelry sales volume over 1939, which will be remem- | 
bered by the jewelry trade as the second best in a decade, | 


Dun & Bradstreet, Inc., New York, declared in a de- 
cidedly optimistic survey of the jewelry trade, last 
month. 

“Along with an unusually heavy spring turnover of 
popular-price costume jewelry, retailers reported a 
larger volume in watches and fancy-cut stones and some 
increase in ‘investment’ buying of diamonds. 

“In some instances, better grades of merchandise were 
said to be more in demand than at any period since the 
brilliant 20’s. Fashions continued to encourage the more 
liberal use of jewelry—and this was considered a favor- 


able factor second only in importance to the expansion | 


in consumer purchasing power. 

“A healthy inventory position enabled producers to 
start off 1940 at the highest rate for any January in a 
decade. Operations were maintained at a record level 
through May.” 
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Ci ongratulations 





A. N. R. J. A. 
and 


N.. A. Gad 


on the fine spirit of cooperation shown in 


promoting the one 


Joint Jewelry Exhibit 
Waldorf-Astoria—N.Y. 
Week of August 25th 


which from advance indications promises to 
be one of the most successful jewelry affairs 


ever held. 


A CORDIAL WELCOME . 


is extended to all jewelers while in New York 
to visit us in Radio City, and see our com- 
plete line of perfectly symmetrical, beauti- 
fully lustrous Cultured Pearls, which when 
properly featured assures increased busi- 


ness and profits. 


Since 1894 the MIKIMOTO Seal on a neck- 
lace or bracelet has been your safeguard— 
a guarantee to you and your customers of 
the highest quality of Cultured Pearls grown 
in the living oysters by MIKIMOTO—the 
originator and inventor of Cultured Pearls. 


If a visit to one of our offices is not convenient, 
we invite your inquiry by mail 


h. MIKIMOTO, INC. 


630 Fifth Ave., New York 


55 E. Washington St., 
Chicago 


209 Post St., 





San Francisco, Calif. 
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The Vargas (actual size) weighs 726.60 
carats. It will cut into probably 14 stones. 


HE American people’s fascination in diamonds has 

been immensely stimulated during recent weeks with 
the announcement that the largest uncut diamond in the 
world, the President Vargas, has been obtained by an 
American and brought to this country for cutting. 

Hundreds of columns of newsprint have been given 
over to stories and pictures, and thousands of feet of 
newsreel film have been exposed during the past few 
weeks on this gemstone, which, in the rough, looks like 
nothing more than a chunk of formless glass. 

The gem was the featured attraction at the New York 
World’s Fair on June 18, President Vargas Day, when 
it lay exposed on a table in the open view of the public, 
under the watchful eyes of 30 policemen, in the Brazilian 
Pavilion. 

By almost unbelievable coincidence the Vargas dia- 
mond, when unearthed on Aug. 13, 1938, became the 
fourth largest diamond ever found, by the narrowest 
margin, weighing only 60/100 of a carat more than the 
Jonker diamond in the rough. The President Vargas 
weighs 726.60 carats and the Jonker, before cutting, an 
even 726 carats. 

Equally remarkable to those who know that an average 
35 tons of “blue ground” yields only a half-carat stone 
of gem quality, is the fact that these two mammoth 
stones, coming from widely-separated parts of the world, 
were both of superior gem quality, of finest color and 
remarkably clear of carbon spots or flaws. 

While the Jonker diamond was opaque from a frosting 
that indicated that it had been tumbling around for ages, 
the Vargas in its original state is so transparent that 
newsprint can be clearly read through it. 

By no mere coincidence, the Vargas has come into 
possession of the same man who bought and directed the 
cutting ef the Jonker. He is Harry Winston of 620 
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President Vargas. 
World’s 4th Diamond, 


Comes to Ameriea 





The Jonker (actual size) weighed 726 carats, 
before it was cut into 12 exquisite gems. 


Fifth Ave., New York, who traveled 20,000 miles in his 
tinally successful efforts to procure the jewel. 

Found by Joaquim Evancio, Brazilian farmer and 
diamond digger, in the same region of Brazil which 
sometime before produced the Minas Geras diamond of 
172.5 carats, the 16th largest stone in the world, the 
President Vargas passed through the hands of several 
brokers before being finally purchased by a syndicate 
financed by the Hollandsche Unie Bank of Rio de 
Janeiro. 

After negotiating by wire and telephone, Mr. Winston 
went to Brazil, only to find upon his arrival there that 
the stone had been sent to the Hollandsche Unie Bank 
in Amsterdam. He went to London and then to Amster- 
dam where he finally negotiated the purchase. 

It is interesting to note that this great gem, with a 
reported value of three-quarters of a million dollars, was 
shipped to this country from Europe, by registered mail, 
at a cost of only 70 cents. This was done on the advice 
of the insurance companies which had underwritten the 
shipment. 

After considerable study by cutters, it is proposed to 
cut the President Vargas into 14 stones, probably within 
the next several months. Twelve stones were cut from 
the Jonker, the largest weighing about 125 carats. Ac- 
cording to the present plans, there will be no single stone 
cut from the Vargas as large as this, but the other stones 
will be relatively larger. 

(Please turn to page 101) 
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Painting by Dietz Edzard from the De Beers’ Collection 


See the New Color-Setting for Diamonds 


The famous painting above begins another spectacular innovation 

in the advertising campaign that has set America talking — 
reading—thinking about Diamonps! Beginning with September magazines, 
the Diamond story will be continued for the coming year, in the rich 

full colors of internationally known paintings. Picasso — Derain — 
Matisse, many of the greatest living masters, monthly contribute great 
works to enhance the beauty and safeguard the sentiment of this 
increasingly important part of your business. You CAN PROFIT. 

Within 2 weeks an impressive message will reach you personally telling how. 


De Beers Consolidated Mines, Ltd., and Associated Companies. 


IN 9 MONTHS—22 RADIO BROADCASTS OVER 722 STATIONS—3500 MOVIE SHOWINGS—16,500 NEWS STORIES 
REACHING 73g MILLION PEOPLE—88,000,000 ADVERTISING MESSAGES SELLING DIAMONDS FOR you! 
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Tiffany diamond bridge rings, for afternoon or dinner wear, photographed 
on a Lucite hand. The modern three-dimensional design is represented here 
as well as the more romantic feeling expressed by the twin-blossom ring. 


Sell a «Second Diamond Ring” for Wives 


R ‘TAILERS will find a new promotional theme in the ‘anniversary ring” for wives. 
Any type of dinner or cocktail ring may be merchandised—the “bridge ring,” by the 
way, is a newer name for the cocktail ring. Most wives have never had another diamond 
ring since the engagement solitaire was popped on their finger and the “anniversary 
ring’ is intended as a second diamond presented on the anniversary of the engagement. 
As the date of a woman’s engagement may fall at any time of year, whereas weddings 
tend to peak up at certain seasons, there is an added advantage in merchandising an en- 
gagement anniversary gift. You can go after this business between regular gift seasons. 
Here are selling phrases for window cards and your advertising— 


THE ANNIVERSARY RING 
is presented to your wife on the anni- 
versary of your engagement to her. 
You gave her a diamond once: she'd 
love a diamond again! 


WHEN DID SHE SAY "YES"? 


If your wife thinks you never “re- 
member anything,’ surprise her with a 
new diamond ring on the anniversary 
of the day you put that first small soli- 
taire on her finger. 
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DON'T WAIT 60 YEARS 
to give Mother a diamond wedding gift. 
Get one of these new-style diamond 
rings for the anniversary of the day 
she first said “yes.” 


SO SHE HAS A SOLITAIRE! 


The wife who has a solitaire is like 
the girl who has “a book.” Give your 
wife a new-style diamond ring and see 
her eyes sparkle! Inspect our large se- 
lection of bridge rings! 
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ARNSTEIN BROS. & CO. 


FOUNDED 1886 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 


Cable Address TESTACEO 


AMSTERDAM 2 TULPSTRAAT 
LONDON AUDREY HOUSE ELY PLACE 


ANTWERP 76 RUE DU PELICAN 
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NE of the greatest arousers of interest in diamonds 
that has ever come before the public will be at 
work within the next month—a stirringly dramatic pres- 
entation of the lure and romance of diamonds—the ad- 
venturous days of the discovery and development of the 
diamond fields of South Africa—the toil, the risks, and 
the hardships that must be undergone to place a glitter- 
ing gem upon milady’s hand. 
Yes, it’s a movie—a movie in which diamonds not only 








Another 
Diamond Movie 


Has Jeweler Tie-ins 







A few of the many photo "'stills" from "Diamond Frontier" 
which can be obtained for window or store display. 


play a prominent part, but are featured in a way that then the discovery and early operations in the famous 
cannot help but impress upon the public a greater and blue ground of the pipe mines, the early Kimberly work- 
truer realization of their preciousness and desirability as ings being accurately duplicated through exhaustive re- 
possessions. Hence, it offers the jeweler one of the most search by the studio’s technical staff. 
perfect set-ups that could be imagined for tying in his Here is a glorious opportunity for the jeweler to give 
selling with the most desirable kind of publicity. his advertising, his window displays, and his publicity 

The film, which will be released between now and the tremendous influence of a widely shown feature film 
Sept. 1, is a production of Universal Pictures, Inc. Orig- that cannot help but stimulate a greater public interest 
inally, it was named “A Modern Monte Cristo,” but at in diamonds. 
the urging of the Hollywood representative of Tue Photo “stills” from the movie, a few of which are re- 
JEWELERS CircuLar-KeystTone it has been changed to produced in much smaller size on this page, will be 
“Diamond Frontier’ to help the jewelry tie-in, and will available for window and store displays; and many 
be released under that title. movie theaters will undoubtedly be glad to arrange for 

“Diamond Frontier’ deals with one of the most inter- lobby displays featuring jewelers’ diamond merchandise, 
esting and romantic periods in the history of diamonds especially as the producers in their own literature fea- 
—the era from 1867 to 1875 in South Africa. The action turing the film are urging their distributors and exhibi- 
parallels the finding of the first rough diamond in the tors to cooperate with jewelers of their towns in every 
hands of children, an incident which precipitated the possible way. 
great stampede to the Orange and Vaal Rivers, and the Plan now to get the benefit of this helpful publicity 
discoveries in 1871 in the Dutoitspan region which later for your store. For complete details of release dates for 
developed into the great Kimberly workings. your city, names of theaters at which the picture will be 

Packed with romance and adventure, the picture shown, and suggestions for publicity tie-ups, write Pub- 
shows the early methods of recovering the precious crys- licity Department, Universal Pictures, Inc., Hollywood, 
tals from the alluvial deposits by placer mining, and Cal. 
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An Invitation..... 


THE 
PRESIDENT VARGAS 
726.60 Carats rough 


and 


THE JONKER 
Emerald Cut 
125.35 Carats 





MEMBERS OF THE 
AMERICAN NATIONAL 
RETAIL JEWELERS 
ASSOCIATION 
and the 


NATIONAL ASSOCIATION 
OF CREDIT JEWELERS 


are cordially invited to a special showing of these 
two World-Famous Diamonds at our offices dur- 
ing the week of August 26th while attending their 


respective conventions. 





Since this showing ts restricted to accredited retail jewelers, it 1s 
requested that you obtain an Identification Card at the Convention 


desk in the Silver Corridor, Third Floor, Waldorf-Astoria Hotel. 


HARRY WINSTON, Inc. 


BRITISH EMPIRE BUILDING 
ROCKEFELLER CENTER 


620 FIFTH AVENUE NEW YORK 
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®@ Mailed from Paris a few days before the French capital fell, these 
interesting jewelry designs show continued creativeness. @ The clip 
earring combines small round and baguette diamonds and platinum in 
the form of a snake, the head of which is a teardrop-shaped diamond, 
Ahead or colored stone. @ The high-style wristwatch is cased in a buckle- 
like piece, attached to a flexible bracelet set with round and baguette 
diamonds. @ Platinum and diamonds and gold and colored stones are 
. indicated for the lapel ornaments shown in the stag head at center 
IT] , FW ry and the game-cock at lower right. @ The cleverly designed compact at 
lower left has a clown’s head and ruffles for its top. @ These designs 
are reproduced from the latest edition of “l’Officiel de la Bijouterie et 


Vesion Accessoires,” the Paris jewelry fashion service, which was published 
A 


shortly before France was invaded. 
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Imperial Pearl Syndicate Exhibit, World of Fashion Building, New York World's Fair. 


Welcome Jewelers of America 
to Imperial Pearl Syndicates Two 
Outstanding Exhibits 


Booth 42 at the Waldorf Astoria will feature two of 
the most unique, outstanding and result-producing 
cultured pearl promotions ever presented to the buy- 
ing public for cash and credit jewelers. We will show 
you a proven plan to secure new accounts, revive 
your old accounts and add prestige to your store. 
Here you will also see an item in Cultured Pearls 
which will be the most publicized. creation ever 
assembled. 


In the beautiful World of Fashion Building at the 
New York World's Fair, the Imperial Pearl Syndicate 
is showing thousands of people daily how cultured 
pearls are grown in living oysters in our miniature 
pearl farm. 


We cordially invite every jeweler to visit our exhibit 
and see for himself why Imperial Cultured Pearls is 
the finest and most publicized line in America. 


IMPERIAL PEARL SYNDICATE 


607 FIFTH AVE., NEW YORK 


5 North Wabash Ave., Chicago 





210 Post St., San Francisco 


Division of The American Jewelers Bureau, Inc. 
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Of Country Jeweler 
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T probably would be hard to find a retailer anywhere 
today who wouldn’t like to have the 
advertising would give him. 


help that 


If he isn’t advertising, it’s not because he wouldn't 
like to, but either becauses he feels he can’t afford it, or 
because of the lack of an advertising medium that fits his 
particular needs. It may be that he is doing a neighbor- 
hood business in a large city where so much of the cir 
culation of the newspapers is outside his trading area 
and the rates are so high that it would not be economi- 
cally sound for him to use them. Or at the other extreme, 
he may be in a town so small that it does not have a 
daily paper, or its circulation is so limited that it is not 
practical to use it. 


Yet even under such circumstances, a highly effective 


Miles E. Pooler, in a town of 1260 people. 
with no advertising facilities, has 
ereated unique publicity medium that 


gets business at low cost. By Daniel Joy 


















tisements, samples of which are shown. 


and profitable campaign is not only possible 
cal—and for an extremely modest outlay. 

An outstanding example is what has been done by 
Miles E. Pooler, jeweler and watchmaker in Wolcott, 
N. Y.—population 1260. 

When Mr. Pooler, who had been connected with one 
of the large stores in Rochester, started his own place at 
Wolcott a little over a year ago, he was thoroughly sold 
on the necessity for advertising. The only question was 
how to go about it, with no adequate newspapers avail- 
able—no local radio station-—and only the slenderest of 
funds to work with after equipping his store and buying 
his stock. 

Obviously, direct mail was the only possible solution, 
but here again Mr. Pooler was stymied by lack of funds 
to pay for strikingly printed mailing pieces, and further 
by the fact that Wolcott has no print shop equipped to 
turn out such pieces, anyway—to say nothing of the ab- 
sence of photographers, artists and engravers found in 
larger communities. 

Forced to use ingenuity and effort to replace money 
and ready-made facilities, Pooler finally succeeded in 
devising an effective, yet low-cost means by which he 

(Please turn to page 88) 
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Miles E. Pooler (above) and Mrs. Pooler pre- 
pare their own monthly catalog-style adver. 


. but practi- 
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A most comprehensive stock of Diamond 
Jewelry available on memorandum. to ad _ 
responsible jeweler. 


Forty-eight years spent in the manufacture _ 
of exquisite, jewelry is your assurance of ~ 
customer satisfaction. ae 


In addition to the articles reproduced here= 
with our line includes extensive selections . : 
of diamond bracelets and interesting — 
assortments of diamond set clips, brooches, 
wrist watches, star sapphire rings, wedding — 
rings, dinner rings, mountings and watch 
attachments. 


A. JAFFE & SON, INC. | 


Established 1892 ce 
608 Fifth Avenue + New York ci 
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SOLVES COUNTRY AD PROBLEM 


(From page 86) 


could tell the people of Wolcott at frequent intervals 
about his merchandise, his values and his service. 

Attractively illustrated four-page circulars, done in 
two or more eye-catching colors, using handsome mod- 
ern type faces, and on high-grade paper are now being 
produced for less than half a cent each by this enterpris- 
ing jeweler. And best of all, they’re bringing highly 
profitable results. 

As is the case with most things that are seemingly 
startling, the explanation is simple when you know how 
it’s done. The key to the whole idea is an inexpensive 
hand-operated mimeograph on which the circulars are 
run off by Mrs. Pooler. This machine needs no expen- 
sive printing plates or cuts, but prints from a paper 
stencil on which the operator can produce any style of 
type or any picture, and thus get effects that would be 
utterly out of the reach of the average country print 
shop. 

When the Poolers want to send out a circular, they 
start just as they would in the preparation of any piece 
of printed matter, deciding the placing, the size and the 
style of headline type—the kind, size and arrangement 
of illustrations—the wording of the descriptions, and so 
on. Then, in the correct positions on a stencil of the 
same dimensions as the sheet to be printed, Mrs. Pooler 
traces in the display type and the pictures. The latter 
are clipped from manufacturers’ catalogs, advertise- 
ments—in fact, from any source where an illustration 
of the desired nature may have been seen. Then, with a 
typewriter, the text matter is written in the proper 
places on the stencil and all that remains to be done is 
to run off as many copies as desired. 

The result is a handsome and timely catalog—fully as 
effective, in its own way, as some of the expensively 
printed mailing pieces specially designed for big-city 
stores. 

Sample pages from several recent circulars are repro- 
duced in this article, though unfortunately these small 
reproductions in black and white lose much of the effect 
of the originals, which are letterhead size and in two or 
three colors each. Many of the illustrations will be read- 
ily recognized as having appeared in manufacturers’ 
advertising. 

The circulars usually consist of four pages, because, 
says Mr. Pooler, “we have found that while people will 
glance at a single page and destroy it, they look on four 
pages as more like a catalog and often keep it for weeks, 
according to what customers tell us.” 

The folders are usually sent out once a month, and so 
far as possible are timed to tie in with special occasions, 
such as Mother’s Day, Father’s Day, Valentine’s Day, 
and so on. Occasionally an extra folder is made up and 
distributed between the regular monthly mailings when 
the store has something special to offer. 

Nearly all of the folders refer to birthdays, anniver- 
saries and other special occasions, as most jewelry and 
watches are bought in connection with some such mile- 
stone in the life of the recipient. Graduation is a case 
in point. In May, Pooler sent to the boys and girls who 
were about to graduate a special circular, which is one of 
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Typical pages from Pooler's home-made ad folders. 
Pictures and headings are traced on the mimeograph 
stencils and printed in two and three colors. 


those reproduced here. Seven watches were sold as a di- 
rect result of this circular, and seven watch sales are 
real business in a town of 1260 people, even if you add 
the surrounding rural territory. The total cost of the 
circulars, including postage, was less than $5 for this 
productive promotion. 

Of course, this circular went to only a comparatively 
small list. The usual mailing includes every family in 
the town, about 1700 more in nearby villages, and some- 
thing over 1000 additional on the surrounding R.F.D. 
routes. The total cost, including postage, is from $50 to 
$60 a month. 

From two to eight watch sales every week are directly 
traceable to the circulars—in fact, Mr. Pooler says that 
in his opinion the¥ are responsible for practically his en- 
tire business, since they are the only advertising he does. 
And when a jeweler in a small country town can build 
up a prosperous and substantial business within a year, 
with no ready-made advertising facilities, and on an ad- 
vertising budget of from $50 to $60 a month, a lot of 
jewelers ought to be able to profit by studying some of 
his ideas. 
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The Darling Jewelry Co., Erie, Pa. 


VERYONE has a birthday but not everybody re- 

ceives a birthday card. But if it was up to the 
Darling Jewelry Co., of Erie, Pa., everybody in the 
city and county would receive a greeting card with a 
mighty fine sentiment on it each time a birthday rolled 
around. 

As it is now, the Darling store sends out several 
thousand cards each year and the idea has created a 
wealth of good will, besides a good share of business 
from the people in this city. 

Naturally, the cards must be kept absolutely free of 
the slightest hint of commercialism, or they would de- 
feat their own purpose. Nothing even remotely sug- 
gesting merchandise or a business transaction appears 
anywhere on the card, except the firm’s name printed 
on the back page. 

And that is followed by the pen and ink signature 
of the manager to give the personal touch. The cover 
of this year’s birthday card is shown on this page. 
Here’s the friendly verse inside: 

“We know it can’t be far away— 

It must be almost time to say 

‘A Happy Birthday! 

So let our little greeting show, 

Though birthdays come and birthdays go, 
That friendship stays, to grow and grow- 
So—‘Happy Birthday? ” 

The birthday dates are procured each time a person 
makes a purchase. The name and date are entered into 
a large five-year diary, and the office force turns to this 
book every day to make sure that cards are sent out 
to the names registered under that day. 

Hundreds of the recipients of these cards call Man- 
ager H. S. Volkin on the phone to thank him for the 
kind remembrance and hundreds of others come into 
the store to express personally their appreciation of the 
card. Recently, one middle-aged woman, who said that 
it was the first she had received in more than 10 years, 
was so overjoyed at finally being remembered that she 
made a vow to tell a!] her friends about the fine things 
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These Ideas 
Make Friends 


—and Bring Business 





Cover of the non-commercial birthday 
card which Darling's sends to customers 


Darling's inexpensive spe- 
cials, offered at cost and 
changed each week, build a 
large volume of store traffic 
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that the Darling Jewelry Co. are doing to make people 
happy on their birthday. 

Everybody loves to receive greeting cards. There is 
a warmth to it that spells unusual moments of happi- 
ness. It brings cheer to the depressed. It takes the 
“ouch” out of grouch. 

Moreover, it has created new customers for Darling, 
who have stayed loyal to the store. 

Darling’s have another clever idea for building stere 
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traffic and getting new customers. This is a weekly Spe- 
cial offering of some attractive item at cost. These are 
small things like an ash tray at nine cents, a five-piece 
breakfast set for 23 cents, a mayonnaise jar, a five-piece 
cigarette set, etc. Each week a new item is used. Two 
recent ads are reproduced in miniature on the preceding 
page. 

This plan has caught on with the people of Erie. They 
have become educated to watch the daily paper for 
Darling’s ads listing the ‘‘weekly specials,’ because 
they have come to realize that the items really are 
specials and cannot be duplicated elsewhere at similar 
prices. 

This stunt produces traffic and as Mr. Volkin ex- 
presses it: “We have sold a good many diamonds and 
watches to people who have come into the store to buy 
one of these small specials. Moreover, people buying 
these items generally tell their friends of the worthwhile 
gifts on display in the store, and very often this word- 
of-mouth advertising has brought in new accounts that 
otherwise we would not have gotten through other and 
more conventional methods.” 

Another promotional creator of good will sponsored 
by the Darling Co. is the Darling Prom, a yearly affair, 
in which eight high schools, public and parochial, are 
invited to attend a dance on an appropriate date during 
the month of June. 

There is absolutely no cost to the invited guests. 
Darling’s pay for everything. A prominent band plays 
for dancing and the affair is generally staged in a large 
and popular hall in the city. 

Such an event usually draws 1000 young men and 
women. It’s a gala night with music, dancing and en- 
tertainment, and not a single word of commercialism 
creeping into the evening’s fun. It’s free, but admit- 
tance is by invitation and ticket only. 

“We do not show any discrimination in issuing invita- 
tions,’ Mr. Volkin said. “We do send them out to all 
the graduating students of all the high schools. We 
also enclose a ticket which entitles them to bring a 
friend. The Darling Prom has brought us immeasurable 
good publicity. Each year for days after the party 
young folks keep coming into the store to tell us about 
the nice time they had at our prom. 

“We get the names for our invitation mailing list 
from the principals of the schools. If they do not fur- 
nish them, we then call upon the class presidents of 
each school and through them we manage to get a repre- 
sentative number of names. 


“At first the young men and women thought that 
there was a ‘catch’ to the idea of a free dance. But the 
first affair, with over 800 guests, proved otherwise. 
The stunt spread like a hurricane and last June Dar- 
ling’s played host to more than 1500 graduating 
students.” 

In preparing a list for the Darling prom, Mr. Volkin 
also makes a subtle bid for the business that usually 
comes from graduating students at such occasions. 


The Darling Jewelry Co. got more than their ordinary 
share of class pin, class ring, and gift sales last season. 
Reason: Extra good will built up among graduating 
high school students through a carefully planned and 
executed selling program. 
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REVISED "GEMSTONES" IS "TOPS" 


Gemstones by G. F. Herbert-Smith, pp. 443, pl. 42, 4 in color. 
Methuen and Company Ltd., London. Available through the 
Book Dept., The JEWELERS’ Circvciar-Keystone, $4.00. 


HEN the original edition of “Gemstones,” by Dr. 


G. F. Herbert-Smith was published in 1912, it | 


immediately became the leading English textbook on 


that subject. Up to 1937 it went through eight editions, | 


but the revision of each were slight. With the consider- 
able increase in understanding of gems in the thirty 
years which this book has been on sale, it became more 
and more essential that a drastic revision be made with 
each new printing. Consequently, with the appearance 
of this ninth edition, a complete rewriting has been 
undertaken to bring the work up to date. 

The roster of names listed in the introduction in 
acknowledgment of the contribution of each to this work 
includes almost all of the well-known mineralogical and 
gemmological figures in England. Among them we find 
Campbell-Smith, Bannister, Hey, Claringbull, Anderson 
and Townsend. With these men cooperating to supply 
material and research to Dr. Herbert-Smith, there can 
be no question but that it contains much information that 
is authoritative and recent. 

The chapter outline follows recognizably the older 
form but the information is brought up to date. The 
first section dealing with the physical characters intro- 
duces crystal structure, a concept of which there was no 
indication in the earlier editions. The chapter on ab- 
sorption spectra is enlarged to give a discussion of the 
absorption lines of each of the important gems, listing 
the specific wavelengths, and grouping them according to 
the element involved. The subject of specific gravity 
determinations is similarly expanded. Electrical prop- 
erties were dismissed with a single page in the old edi- 
tions, but in the new work they take up four, and most 
of this increase is concerned with the phenomenon of 
fluorescence, a property little appreciated in 1912. And 
so it goes throughout the new edition. 

The second section deals with the unit of weight, the 
fashioning of gem stones, nomenclature, synthetic and 
imitation stones, geographical distribution and prices of 
stones (in units of English money of course), biblical 
stones and historical stones. The historical stone chap- 
ter includes a number of stones which are not diamonds, 
an unusual feature, and mentions some rubies and sap- 
phires, an emerald and a chrysoberyl. 

The succeeding part discusses individual stones, and 
curiously retains the old precious and semi-precious 
groupings which result in the anomalous situation of 
having aquamarine and morganite among the precious 
stones and opal and alexandrite among the semi-precious. 
Jade is only included as an ornamental stone. A large 
number of unusual gem stones are included and the list 
of the original work has been lengthened by some addi- 
tions of stones which were not known as gem minerals 
at that time, among them danburite and scapolite. 

The last gem section discusses the organic gems, pearl 
and amber, coral and jet, and this, too, is considerably 
expanded. At the end, a series of tables which will 
prove very useful for reference are to be found. They 
include groupings by crystal system, color, dispersion, 
refractive indices, optical characters, absorption spectra, 
specific gravity, hardness and cleavage. There are tables 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for August, 1940 





93 

















Brothers. 


Importers 
of 


Diamonds 
| in all 


S125 


and 
SHAPES 


Memorandum Selections Upon Request 


Visiting Jewelers to the A.N.R.J.A. and 
N.A.C.J. Convention are cordially invited 
to make our offices their headquarters. 


























Also 


Fine Diamond Jewelry 
occasionally purchased 
at Sacrificed prices. 


WHITELAW 


FROTHERS 


Diamond, Importers & Cutters 


48WESI 


4STIHSELN.Y.C. ERYANT 9-O1L) 3 


























<____—neenneneneneng 














| of density of feavy liquids at varying temperatures, 


light wave-lengths, British and metric lengths, chemical] 
elements and so on. At the very close there is a biblj- 
ography of gem books in the library of the British 
Museum (Natural History) which is in itself very useful, 

“Gemstones” once again takes its place as the leading 
book for the study and determination of gems. It jg 
authoritative and modern. The author gracefully 
acknowledges the reference works he has used. While 
many of the characteristics of gems which are listed and 
discussed, such as absorption spectra wave-lengths, are 
beyond the ordinary jeweler as well as the average lab- 
oratory, they are interesting and bring out the author’s 
point, i.e., that they can be used for determinative pur- 
poses if one is equipped to measure them. In criticism 
one can only complain of the scattering of diamond min- 
ing and production pictures through the remainder of the 
book, when one is not interested further in diamonds, 
about the author’s lack of knowledge of American local- 
ities (such errors about the place one knows always 
make one wonder about the correctness of unfamiliar 
localities), and for the perpetuation of a few errors com- 
mitted in the hazy past and repeated ever since by every 
text, such as the Stoneham, Maine, occurrence of phena- 
kite and the redness of hue. (Phenakite has never been 
found at Stoneham, nor is it ever, in the reviewer’s con- 
siderable experience, anything but white or slightly yel- 
lowish.) But these are small things at which to cavil, 
the book is excellent, the price and size details of gems 
are very valuable and a grievous omission of most books; 
the information is up-to-date and all in all, trustworthy. 
Dr. Herbert-Smith is as much to be congratulated on his 


ninth edition in 1940 as he was to be on his first in 1912. 


. F. H. Povex 
The American Museum of Natural History 


CITIES’ DRAWING POWER FOR TRADE IS STUDIED 


“A Statistical Study of the Drawing Power of Cities for Re- 
tail Trade,” by John Adams Pfenner, Jr., Assistant Professor 
of Marketing, University of Nebraska. Published by University 
of Chicago Press, Chicago, Il]. 81 pages, paper binding, $1.00. 

It is a universally recognized fact that, for at least 
some kinds of goods, people tend to go to nearby larger 
cities for their shopping. Every retail jeweler in a small 
city or town which is near a larger one, knows of busi- 


_ ness that he has lost to the big city, though offsetting this, 


in greater or less degree, is the business which he, in 
turn, draws from surrounding villages and rural ones. 
Here is an effort to make a scientific study of the 
strength and extent of this influence. Both the big me- 
tropolis where the flow of other trade is only toward the 
city, and the smaller ones which both lose business to the 
nearby giant and gain it from their own surrounding 


| territory, are studied, 90 cities with populations ranging 
| from 30,000 to Chicago’s more than 3,000,000 being 


covered by the research. 

Four classes of retail goods were investigated, one of 
them being the jewelry group of jewelry, silverware, 
and clocks, which are reported in detail. 

The result is interesting to the student of marketing, 
but shows such wide fluctuations that no hard and fast 
generalization can be made, and the retailer is not likely 
to find much in the report which he can put to practical 
use. 
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PLANNED SELLING GETS COLLEGE TRADE 
(From page 67) 

house, permission for which is always granted, and after 
the meal, when the members are in a receptive mood, 
takes orders, and invites the students to visit the store, 
where a still greater selection is available for inspec 
tion. The sales talk, order taking, and question answer- 
ing usually takes from one to two hours, after which he 
spends in the store the balance of the day which is not 
occupied by classes, selling over the counter. 

Each fraternity and sorority is visited once every two 
months, so that each group is contacted five times during 
the college year. 

Mr. Buchroeder stresses the fact that the student 
salesman is specifically instructed never to use high- 
pressure tactics to write an order, but rather to lay his 
greatest emphasis upon the invitation to visit the store. 
In fact, the bulk of the business traceable to this selling 
effort is done over the counter, rather than by the im 
mediate writing of orders in the fraternity house by the 
student representative. 

This policy is based not only upon the desire to avoid 
the friction and bad after-effects which high-pressure 
selling almost always generates, but, even more im- 
portant, because the management feels that when a 
student sees the complete stock and wide range of items 
and prices, he is much more likely to become a regular 
customer as well as telling his friends about the service 
and facilities which Buchroeder offers, thus providing 
invaluable word-of-mouth advertising. 

In fact, while orders taken on the spot by the student 
salesman at the time of his calls run about $65 per week, 
over-the-counter store sales directly arising out of these 
calls average at least $500 per week—a total volume 
resulting from the student representatives’ activities of 
about $565 per week for the forty weeks of the college 
year, or about $22,000 annually. 

A very considerable amount of the business is in other 
than strictly fraternity or college goods. While fra- 
ternity jewelry, trophies, etc., account for a large part 
of the total, the students also buy other jewelry, 
watches, stationery, watch repairing, and a considerable 
quantity of gifts. 

The student is paid a flat salary of $12.50 per week, 
which may seem rather low for the volume of business 
traceable to his efforts, but it must be remembered that 
it occupies only about half his time and also that a part 
of the store’s sales are handled by others of the store’s 
personnel. Moreover, to the undergraduate a $12.50 a 
week job is distinctly better than the average run, so 
that the boy is satisfied and at the same time he is a 
profitable investment for Buchroeder. 


BERLIN WINS A GRIN 


The British reputation for ‘‘carrying on,’ with nerve 
and humor, during times that would ruin the disposition 
of other peoples is born out in a watch advertisement 
that paid tribute to the Royal Air Force in the July issue 
of a British jewelers’ business paper: 

“Sell them the watch with overseas service facilities. 
In nearly every part of the world your customers can 
get accredited local service. The factory’s guarantee 
holds good equally in London or Buenos Aires, in Paris 
or Bombay—even in Berlin!” 
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Announcing 


New Revolutionary Creation 
(PATENTED) 


A sensational fish-tail idea, smoothly finished 
with beveled edges, is announced by Shiman 
Bros. & Co., who originated the famous Mira- 
cle Setting that makes diamonds appear 25% 
larger. 


With this new Shiman creation, diamonds in 
wedding rings and small side diamonds in 
mountings appear much larger than their 
actual size! 


Incidentally, in this novel fish-tail no prongs 
cover the stones—thus, no rough edges can 
catch in clothing or gloves. 


Free Mats of illustrated rings 
available on request. 
Consult your jobber; if be cannot 
supply you, write us. 


* 


A cordial invitation is extended to our cus- 
tomers and friends to visit us during the week 
of August 26th, at the forthcoming conven- 
tion in Room 4B, Waldrof-Astoria Hotel. 


Incidentally . . . before, during and after the 
convention . . . please feel welcome to make 
your headquarters at our place of business. 
Our facilities will be at your disposal, for 
your convenience. 


SHIMAN BROS. & CO., INC. 


234 West 39th Street, New York 


Manufacturing Fine Diamond Rings 
and Mountings for Half a Century 











DIAMOND IMPORTERS SURVEY THE OUTLOOK 


IAMOND importers last month joined with the 

rest of America in prayers for England, but re- 
flected that even if the “worst” should happen—if Ger- 
many won a dominating peace over Britain and gained, 
among other fruits of victory, control of the diamond 
supply—Germany would protect the diamond market, 
out of self-interest. 

Such control of the mining and cutting industries, one 
importer said, “would be an ideal means for Germany to 
get exchange credits. Any change in price would be 
gradual because cutting must be started gradually, and 
the demand will exceed supply for at least six months.” 

The billions of dollars about to be spent for rearma- 
ment in the United States are certain to bolster purchas- 
ing power and increase the demand for all kinds of 
jewelry, from cheap pieces for the laborers to the finest 
and most important pieces for the well-to-do, providing 
the Stock Exchange rises. 

While predicting that diamond values are likely to 
appreciate to some extent, several importers counseled 
jewelers to “keep their feet on the ground, and carry a 
basic inventory in proportion to sales volume.” 

“If jewelers keep this basic inventory on a fairly even 
keel in proportion to sales, they just cannot be hurt very 
badly at any time,” another diamond merchant observed. 
“We in the jewelry business must to some extent antici- 





pate problematical, seasonal trends, but we do not have 
to gamble, and the history of our industry reveals that 
the gamblers always have over-extended themselves at 
some one time, and eventually pass out of the picture.” 

Very few importers are believed to have speculated in 
large stocks of melee and to be holding the merchandise 
for higher prices. Some firms, however, with stocks of 
melee on hand are retaining the goods to supply the 
demands of old customers, rather than selling to new 
customers who have not purchased from them previously, 

In New York, where between 350 and 400 cutters are 
employed, some firms have been cutting stones as small 
as quarters. One cutting firm is said to have applied to 
the union for permission to train apprentices in cutting 
melee, but in general little serious consideration is given 
to developing the production of small goods, which would 
require two years for creating the machinery and train- 
ing the workers. An abrupt end of the war and the re- 
sumption of cutting in Europe would force American 
cutters of small goods out of their short-lived market, 
due to the immense differential in wages. 

Rough of the size usually cut in New York has arrived 
in good supply, and the majority of cutters are working 
on these goods and doing their utmost to distribute it as 
soon as it is finished. In other words, few cutting estab- 
lishments in this country seem “holding companies.” 












GEM OF MYSTERY 


O those who are anxious about present conditions in Europe 
and how these conditions will affect the supplies and prices 


of semi-precious stones, we suggest the Zircon. We can con- 


fidently say that our stock of zircons is one of the largest and 


most complete in this country, and new supplies are constantly 


forthcoming. Naturally, we are anxious to serve you. 


Why not let us show you these Mystery Zircons today? 


DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET 


NEW YORK CITY 
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ONE WINDOW FOR COSTUME JEWELRY 


ONSISTENT use of one window as a costume 
jewelry feature plus a simplicity of display design 
which reflects actual appeal upon the merchandise itself 
is the most effective means of building “impulse” sales 


of costume jewelry, according to the Hess & Culbertson 
Jewelry Co. of St. Louis, Mo. Experimenting with vari- 
ous types of display which meant everything from mass 





A bust fitted with earrings, necklace and clips gives the style note 
to this window, which Hess & Culbertson reserves for costume jewelry. 


display of the chain-store type to actual surrealism, 
Hess & Culbertson has developed the above program as 
most evenly beneficial to the entire costume jewelry 
stock. 

One end window, where the customer naturally pauses 
coming from the left, and prominent from the right, is 
always turned over to this branch of visual merchandis- 





ing, and kept purposely ‘‘clean’—which means that the 
merchandise immediately bespeaks itself with little or 
no effort on the part of the passerby. As shown, the 
window usually has a plain velvet background, almost 
o “props,” and one central figure which puts over the 
dress-accessory idea of harmonizing costume jewelry 
with any outfit. Usually this is a bust, complete with 
earrings and necklace, or perhaps clips. Small, simple 
stands are used for handbags, compacts, bracelets, 
brooches and other pieces—all designed so that the eye 
immediately focusses on single pieces, rather than the 
multiple effect of the window. 

Simplicity pays extra dividends in costume jewelry 
fields, the management agreed, simply because it is a 
welcome contrast with competitive methods of costume 
jewelry display, and more accent can be given individual 
items. 


WATCH OWNERS, GOOD PROSPECTS 
(From page 64) 


$2 variety. The loss of this large volume of children’s 
and utilitarian watches to other kinds of retailers sug- 
gests that jewelers fail to impress the community with 
the fact that they have timepieces for “all” the people, 
priced within everybody's means. 

One interesting fact brought out by this survey of 
watch ownership in the Ohio city is the fact that wrist 
watches outnumber pocket watches, three to one—a sit- 
uation that would have popped the eyes of watchmakers 
25 years ago, when the wrist watch was a pocket watch 
clumsily attached to the wrist by a leather cup and strap. 








visit BOOTHS | AND 2 AT THE WALDORE- ASTORIA 


First in the Parade of New Designs ‘ 


ror Styles by the 


“CREATORS OF THE UNUSUAL—AS USUAL 
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Even with men in the low-income group, the scales 
are slightly tipped on the wrist watch side, although 
manual workers’ need for a sturdy watch that can take 
it, and won’t cost much to replace, if it’s smashed, re- 
sults in 43 per cent of this group carrying a pocket 
watch, if they carry any sort of watch at all. 

Wrist watches are owned by 64 per cent of middle- 
income men and by 78 per cent of high-income males. 

The pocket watch still predominates among men over 
50 years old. The Akron survey revealed that 69 per 
cent of all watch-owning males who have passed their 
50th birthday still have pocket timepieces and are with- 
out the convenience of a wrist watch. This need for mod 
ern timepieces suggests the advisability of an advertis 
ing campaign to interest older men in the ease of use, 
the smartness and the pride-in-ownership of a fine, mod- 
ern wrist watch. Enterprising jewelers should also be 
able to develop the idea of a watch as the ideal family 
gift to father, on his birthday, Christmas or Father's 
Day, to replace his old pocket watch. 

Among women, of all ages and income groups, wrist 
watches are owned 10 times as frequently as_ pocket 
watches. 


COLOMBIA TURNS TO U. S. 


Since Germany and Czechoslovakia were the principal 
source of supply for costume jewelry imported into 
Colombia, the United States will undoubtedly gain a 
considerable share of this business at the expense of two 
former leading competitors. 


OUR WATCH REPAIRS AVERAGE $6.50 
(From page 74) 


front of the customer. Special attention is called to the 
fact that all the watches, though many of them are very 
old, do not vary from each other more than a minute jn 
time. 

The demonstration becomes more effective when 4 
Craven’s employee points out that such and such a watch 
was repaired weeks ago and has not been reset since, 
Also such points are stressed as: 

“This watch was sent to us by a customer in Colorado 
or California—we get lots of mail trade just because of 
our reputation for fine work. 

“See, the repair cost on this watch was only $3.00, and 
on this one, $6.50. It was all they needed to make them 
run perfectly. 

“Notice how these little watches are just as accurate 
as the larger ones. If they are in the proper state of 
repair, they’ll keep correct time.” 

Craven’s continue a daily policy of selling the service 
to every possible person that comes into their store. They 
make every effort to establish themselves in the mind of 
the customer. And their records show that building the 
future watch repair market isn’t so hard a job if a set 
schedule of merchandising is closely followed. 


Interested in modernizing your store? Then you're 
invited to consult Murray M. Pearlstein, store design 
expert, in J.C.-K.’s booth at the ANRJA-NACJ con- 
ventions. 





FILIGREE CLASPS IN VOGUE 
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Smart jobbers creating highly styled 
necklaces are using more filigree 
clasps this fall. They’re in vogue-- 
they’re little affected by European 
disturbances - - they’re being de- 
manded by retailers and consumers. 
Schicksnaps are made in all metals 
and price ranges - - over a thousand 
designs including many new ones. 
Write today--and be in vogue. 
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Whyler (Cl, vo il 


A perfect TIMEKEEPER, a watch for every day 
use—particularly useful to aviators, military men, 
doctors, photographers, scientists and sporting fans. 
You will find this WATERPROOF, stainless steel 
CHRONOGRAPH a real business builder. 


WYLER WATCH CORPORATION 
9 Rockefeller Plaza New York, N. Y. 


See—The WYLER EXHIBIT—New York World’s Fair, Swiss Pavilion 











Sane CRRISCOPRER 


NOVELTIES BY THOMAE 


SUPERB 
QUALITY AND 
CRAFTSMANSHIP 


KEY 
CHAIN 


Sterling Silver with 
oxidized medal. 


With any color enamel 


medal. 
$1.80 
$2.40 
AUTO 
MEDAL 


Oxidized Silver. 


Silver gilt with any 
color enamel. 
$3.30 


$4.20 





Many other styles including money clips, charms, pocket-pieces, 
and coin knives. 


CHAS. THOMAE & SON, INC. 


ATTLEBORO, MASS. 








IN THE SAME 
LOCATION FOR 
HALF A CENTURY 


Morris J. SCHUSTER 
9 MAIDEN LANE 


NEW YORK CITY 
4 
Gem Craft Diamond Rings and 
Diamond Mountings 
Distributors of Leading Jewelry Lines 
4 


Make our office your headquarters when you 
visit New York and the World's Fair 
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STONES 


Semi-Precious 


| Genuine ZIRCONS 
~ Precious 





Welcome to New York 
A.N.R.J.A. and N.A.C. J. 


| We feature a complete line of: 
@ GENUINE EMERALDS 
@ RUBIES — SAPPHIRES 


@ SYNTHETIC STONES 
@ CULTURED PEARLS, Etc. 


Prompt attention to Special Orders 


MAX STERN & CO. 


Importers of Precious and Semi-Precious Stones 


17-23 JOHN ST., NEW YORK 
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MODERNIZATION FORUM 
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@ 70 aid its readers in rede- 
signing, modernizing and im- 
proving their stores, Typ 
Jewerers’ Circuan-Krysroyy 
has retained Murray M. Peay}. 
stein, nationally known authoy. 
ity in jewelry store layout, ag 
consultant. These services are 
entirely without charge, except 
when elaborate, individual 
prepared designs are requested, 
In stating your problem please 
be explicit and include if pos. 
sible a sketch of the part of the 
store under discussion. Write 
Mr. Pearlstein in care of this 
journal, 100 E. 42nd St., New 
York, or, if yowre going to the 
ANRJA-NACJ conventions, 
consult him in JC-h’s booth, 





MURRAY M. PEARLSTEIN 


LD STORE’S FUTURE—I am the manager of 

a jewelry store located on the main street in a 
town of 100,000 population. This store, the oldest here, 
has been in business for the past 50 years and is recog- 
nized as the top store in the town from the viewpoint 
of reliability and quality of merchandise carried. ‘There 
are five employees in the store, including myself. Size 
of the store is 20 feet wide by 100 feet deep. The store 
is owned by absentee owners who are primarily inter- 
ested in a normal return on their investment. ‘This re- 


| sult for the last few years has been fair, but during 





CUT GLASS CHARACTER JEWELRY 
The Key—Giraffe—Chickens—Scotties 


! illustrated above retail for $2.00 and are manufactured with 
first quality tin cut stones. Available in crystal and jewel 
colors. 

We feature a large complete line of this popular CUT GLASS 
ot jewelry in authentic jewelry designs and unusual caricatures 
to retail from $1.00 to $10.00. 


These are just a few of more than 4,000 jewelry items and com- 
pacts in our line to retail from $1.00 to $10.00. 


H. M. Schrager & Co., Inc. | 


Se 


i} 303—5TH AVE. NEW YORK, N. Y. 
CHICAGO OFFICE: 36 S. STATE STR. TELEPHONE: CENTRAL 4645 
: Samples furnished to responsible firms. 
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this time several new jewelry stores have opened, all ina 
modern manner, and as a result of these new stores, 
we have lost quite a bit of our business to them. I have 
been discussing the question of modernizing our store 
with the owners as nothing has been done along this 
line for 20 years. I feel that if we do modernize we 
will.regain that lost business and most likely do more 
volume than we had done prior to the new stores’ com- 
ing into the town. Am I right? M. R. 

Answer—You are absolutely correct. ‘The buying 
public today demands modern, appealing, progressive 
stores in which to purchase their jewelry. I feel that 
the cost of modernizing your store will pay for itself 
within two or three years from the profits of the in- 
creased business. 

It is really an unfortunate situation wherein stores 
of your type, which have been the foundation of the 
retail jewelry business, should be drying up because 
of premature old age caused by the refusal and negli- 
gence of owners to keep in step with modern progress 
in the retail jewelry business. I earnestly recommend 
that vou do modernize and insure your continuation as 
the leading jewelry store of your town. 


UBBER FLOORING—Contemplating a new floor 
covering in my store, I am considering rubber 
flooring. However, I have heard of complaints from 
jewelers who installed this type of flooring several years 
ago about the tarnishing of silverware. O. P. 


Answer—Rubber flooring in sheet form, properly 
designed and installed, will make an ideal floor. The 
material manufactured today contains such an infini- 
tesimal amount of sulphur that there is no chance of 
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this material affecting the silverware. When this ma- 
terial was first placed on the market, the sulphur con- 
tent was large enough to tarnish silverware. This has 
now been eliminated and you can use this material with- 


out fear. 
LUORESCENT LIGHTING—We are contemplat- 
ing installing a new lighting system in our store in 
keeping with interior changes we are making. We would 
like to know if fluorescent lighting can be used for gen- 


eral illumination. 

Answer—Fluorescent lighting is the most modern 
type of illumination. I recommend the use of same, but 
inasmuch as each installation is a separate problem 
would suggest you employ the services of a qualified 
engineer to plan this work for you. 


INDOW WOODS—We are going to change our 

window backs and window flooring and would 
appreciate your advising what wood should be used for 
this work and what color we should paint the interior 
of our store. M. O., Inc. 

Answer—Bleached walnut, primavera and oak are 
all suitable for window backs and flooring. Your per- 
sonal preference will determine the one to be used. As 
to the painting of the interior, we suggest that the ceil- 
ing be pure white and the walls an oyster white or 
pastel blue. 


ORNER ENTRANCE—Would a corner entrance 

to our new store be logical? (See enclosed sketch.) 
An entrance here would make the store readily access- 
ible, but would mean sacrificing the display advantage 
of corner windows. Secondly, should the backs of the 
display windows be built up completely or only partly? 
We realize that building them up completely would 
afford better displays and lighting effects, but if the 
backs of the displays were low, people could look inside 
the store and observe the activity taking place. J. G. 

Answer—The location of the entrance depends upon 

whether or not both streets are 100 per cent locations. 
If they have the same amount of traffic, use the corner 
entrance; however, if one street is more popular than 
the other a center entrance on that street would be 
preferable, leaving the corner for display purposes. 
Shoppers inspect windows to view merchandise displays, 
not the interior of the store. An entirely enclosed show 
window requires less concentrated light than one that 
is not so built. 

VARGAS DIAMOND COMES TO AMERICA 

(From page 78) 
The seven largest diamonds ever found, in the order 

of their importance, were as follows: 


Cullinan (South ne! ee ee 3,025.75 carats 
Excelsior (South Africa)................. 995.20 carats 
Great Mogul (India).................... 787. carats 
President Vargas (Brazil)............... 726.60 carats 
Jonker (South Africa).................. 726. carats 
Jubilee (South Africa).................. 634. carats 
Victory (South Africa).................. 457.5 carats 


The Great Mogul, described by Tavernier in 1665, is 
—or was—an obscure gem. Some authorities do not in- 
clude it in lists of the known, great diamonds. Eliminat- 
ing the Great Mogul, the Vargas would rank third among 
the world’s diamonds. 
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BLUE AND WHITE 


ZIRCONS 


CAMEOS 
HEMATITES 
SYNTHETICS 


* 


James A. Drilling Co. 


, 2 WEST 46th ST. 
NEW YORK CITY 







































































FULMER & GIBBONS inc 
Now Locatreo At — 
214-218 SOUTH TWELFTH ST. 
PHILADELPHIA 
= 
A MODERN AND 
EFFICIENTLY EQUIPPED FACTORY 
WITH 5 
EXPERIENCED CRAFTSMEN 
- AND | 
SKILLED DESIGNERS 
_ PRopucERS OF THE BEST 
DIAMOND JEWELRY — 
gE rer ee ee oe 
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Window-shoppers pick their pattern from the hanging rack 





“Good Display Is Half the Sale”*’ 


As told to HARRY R. TERHUNE 
by DAYTON BOYSON, partner, 
Boyson Jewelry Co., Long Beach, Cal. 


IFTED down, there is just one way of building up 
a substantial silver business—the hard way, the 
old-established way, modernized. 

This slow, sure method depends on several factors: a 
comprehensive stock, suitable displays at all times, con- 
sistent high grade publicity, a sympathetic understand- 
ing of the community’s silver needs, an inborn liking 
for silver, plus, of course, an earned reputation for be- 
ing a reputable business house. 

Spectacular methods may result in a flash business 
that is here today and somewhere else tomorrow. A 
moderately conservative course is slower, but the results 
are a lot more lasting. However, it must be stressed 
that such a method of operation must be keenly alive to 
the new thoughts in silver and adopt them as developed. 

Sterling silver, flat and hollowware, constitutes the 
greater percentage of the business in the Boyson Jewelry 
Store, Long Beach, Calif., primarily because this store 
has specialized in fine silver ever since its inception 15 
years ago. Furthermore, a comprehensive stock is al- 
ways carried, especially in flatware. Competent authori- 
ties have remarked that in their judgment the complete- 
ness of Boyson’s sterling flatware stock is on a par with 
any California store. 

An all-inclusive stock does have the definite effect on 
customers of making them realize, “Here is anything a 
person can possibly want.” Boyson’s idea of a compre- 
hensive stock consists of some 30 patterns by nine well- 
known manufacturers. Such a stock does tie up a lot 
of money, but it also is the immediate cause of selling 
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much more merchandise, so the added business more than 
compensates for the seemingly heavy inventory. 

To: sell any merchandise, it must be well displayed, is 
the conviction here. Consequently, the entire north win- 
dow is permanently set aside as a silver window with 
attractive trims that are changed every week. Some of 
the window displays are all sterling; some have china 
in the back with silver in front. Or both fine china and 
crystal may be shown together with the proper silver. 

A hanging rack of flatware patterns is a permanent 
window fixture. This is to enable prospective patrons 
to study patterns at their leisure when the store is closed. 
Remarks from new and old patrons definitely confirm 
the management’s belief that this pattern-selection win- 
dow shopping is a standard practice on the part of the 
public. 

Experience has proven that these constant showings 
of a great amount of silver is a direct means of bringing 
new customers into the store and as a result of this win- 
dow shopping, most patrons know what they want when 
they come in to buy. 

Consequently, the main job of the silver salespeople 
is to be of service to the patron in explaining the back- 
ground of fine silver, the care of it, and only occasion- 
ally giving a little discreet advice on pattern selection. 

In this store, sales efforts are directed toward the great 
middle class—not the price buyers, and not the very 
wealthy. A deferred charge plan is in operation whereby 
payment is made on a 30, 60 or 90-day basis, but no 
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« ¢ « Possibly you will recall the “Watch 
Wallace in 1940” Announcement that 


appeared in this paper the Ist of the year 
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"Show it, to sell it,” say 
Boyson's. Two wall cases 
and four floor cases dis- 
play sterling and plate. 







Distinctive New 
Sterling 
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215 PINE AVENUE 
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Boyson's five-inch, one- 
column silver ads some- 
times show patterns, 
sometimes place settings 


Gracious 


silver or other merchandise is sold on installment credits. 
No special inducements are ever made on a “favorable 
price’ method, and practically all silver effort is con- 
centrated on sterling. In other words, the store plan 
of operation is based on sound, conservative methods. 

The great majority of silver sales are due to the fact 
that patrons have come to realize the resources of the 
store’s stock, and to respect the store’s way of doing 
business. 

The customer is immediately impressed with the extent 
of the stock by the window and interior displays. Four 
‘ases are devoted to flatware alone—two of sterling and 
two of plate, and two wallcases are given over to hollow- 
ware—one each in plate and sterling. 

Every new pattern brought out by an important maker 
is stocked as soon as introduced. 

Great care is taken with the brides-to-be in pattern 
selection. Notations are made on the bridal record card 
as to her preferences as to pieces as well as in patterns, 
in addition to the usual record of what has been bought 
by her and her friends. These notations assure her of 
receiving items she really likes, and this thoughtfulness 
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goes a long way toward making another loyal patron for 
the house. 

The card records are kept permanently so that Boy- 
son’s always has an excellent idea of the silver require- 
ments of the many good friends of the house. This 
knowledge of what their trade likes and dislikes is decid- 
edly helpful in buying and stock control, and, naturally, 
suggestions and selling talks to patrons can be much 
more intelligent and effective when that particular pa- 
tron’s personal tastes and problems are known as they 
are through this permanent record. 

Pride of possession is one of the greatest selling levers 
the jeweler has, and he can greatly stimulate that pride 
of ownership by doing a good job of creating intelligent 
enthusiasm for the silver when they are selling it, so 
when patrons get home, they will be lastingly pleased. 
Properly sold, nothing gives a more lasting pride of 
possession than a fine piece of silver. 

Jewelers too often overlook that fact and so sometimes 
miss the selling possibilities of fine silver. Boyson’s use 
it to the utmost, and their results have proven that it 
pays. 
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WALLACE BREAKS 


ALL SABBS RECORDS 





N THE FIRST six months of 1940 Wallace Silversmiths 


did more sterling business than in any other six months 


period in its 105 year history. This, we are happy to say, 


means that recognized, reputable retail jewelers have just 


completed their best 6 months business in Wallace Sterling 


.. This is a tribute to quality merchandise, smart design- 


ing, aggressive sales promotion and “FairTrade” practice. 


e As the newly elected President of 
Wallace Silversmiths, | hereby pledge 
myself to continue the sound manufac- 
turing policies and dealer relationships 
established by my esteemed predeces- 


sors and will do everything possible 


rs 
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to merit your patronage. Our prosper- 
ity depends directly upon the ability 
of our dealers to sell Wallace products 
at a fair profit. And we are ready at 
all times to assist our dealers to main- 


tain this profit by all proper means. 


Sincerely, 


\ “eY, fel. 


President 








R. WALLACE & SONS MFG. CO. 
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Silvertime Shows 108 Place Settings 





ee ILVERTIME” at Louis Esser Co., in Mil- 
waukee, Wisc., has just celebrated its fourth 
birthday, and, though young in years, is tried—and 
found true—in making Milwaukeeans silver-conscious 
lor two weeks the townspeople had an opportunity 
to study silver flatware, compare patterns, and make 
their personal selections from 150 different patterns 
displayed in Esser’s two front windows. The major 
part of these were sterling, with a few patterns included 
of the best plated. 

Emphasizing six-piece place settings to tie up their 
merchandising with national advertising campaigns, 
Edward Schewe, display manager, converted the entire 
store into a show room for flat silver services. 

This year’s display, more successful than those of the 
three previous years, has proved to this company that 
such a plan can be a snowball in the silver trade, grow- 
ing in size and influence as it penetrates the public’s 
consciousness. Store traffic was increased from 400 to 
500 per cent over “normal” for a regular two-week 
period. 

Direct sales, in a promotion of this kind, cannot be 
counted by one or two weeks’ trade or a month’s, Mr. 
Schewe believes, because it is something that spreads 
itself over the entire year. He cited a recent visit 
from a customer and her daughter, who had come to 
select a silver pattern for the daughter’s forthcoming 
marriage. The mother told him they had seen the 
silver exhibit two years ago, liked three patterns par- 
ticularly, and had always said when the time came they 
would come there to make the final selection. They 
chose one of the three patterns that they had remem- 
bered liking particularly well. 

And aside from bringing the public in to see the silver, 
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Store traffic soared 400 to 
500 per cent when Louis Esser 
Co. celebrated "Silvertime." 
Place settings—all different 
—appear on the tables and 
the counters and in some of 
the shelves of the wall cases. 
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by MARGARET S. WRIGHT 





Besides displaying place settings of active patterns, Louis 
Esser Co. showed 99 discontinued patterns on three panels. 
Many owners of obsolete patterns ordered matching pieces. 


it made them conscious of the store as a whole, although 
during the silver exhibitions virtually everything else 
in the store was covered or replaced with the place 
settings. Customers have come in since, remarking 
they had entered the store for the first time during 
“Silvertime,” liked the atmosphere and what did they 
have in watches? These later sales are credited to the 
silver display, although no effort was made during 
“Silvertime” to sell anything except silverware. 

‘'wo window displays, with light blue flannel-covered 
backgrounds, showed 150 patterns—one fork of each 
pattern. They made scores of people stop and look. 
The name of the pattern was printed on a card below 
every fork. 

Aside from the background display, there were two 
place settings of the finest sterling silver in each win- 
dow, showing the six pieces included in the nationally 
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GET ’EM IN 
YOUR STORE 
TO SELL ’EM 
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An opportunity to compare 150 silverware patterns was provided in these two window displays during 
Louis Esser Co.'s highly successful "Silvertime."’ The forks were mounted on curved panels covered with 
blue flannel and each was labeled with the name of its pattern. Place settings are shown in the front. 


advertised place setting—a knife, fork, salad fork, tea- 
spoon, cream soup spoon, and butter spreader. Fine 
china, borrowed for the occasion, enhanced the sterling 
display. 

The woodwork used in the window display was done 
in a pale, pastel blue lacquer. Name panels of ground 
glass, bearing the words “Silvertime by Louis Esser 
Company” were etched on the ground glass background, 
and lighted electrically from behind to make the letters 
stand out. 

As people were drawn to the windows to study the 
patterns, their eyes could not help but fall on the series 
of tables erected in the center aisle of the store and 
set also with different patterns. 

Seven tables were used, with each place setting show 
ing a different pattern. The four tables in the middle 
aisle displayed place settings in 24 different patterns. 
China and fine linen were used to complete the table, and 
fresh flowers were added daily to give pleasure to the 
eye. 

To the right of the door, upon entering the store, 
were two tables set against the mirrored wall, reflecting 
the beauty of four more place settings on each of these 
tables. 

Hanging above these tables in conspicuous places 
were three panels of spoons—99 in all—showing dis- 
continued patterns. 
Here? 
patterns dating back to 1885.” 
particular phase of the silvertime exhibit is already 
showing good results. Many women said they did not 
know such a service was obtainable and would bring 
in a piece of their sterling to be identified with the chart. 

In the rear of the store an exquisite table, larger than 
the rest, was set with six different patterns of Danish 
silver. Emphasizing the beauty of the sterling, Royal 
Copenhagen porcelain was used. 

In addition to these displays, each show case, eight 
feet long, had two fine lace doilies exhibiting a place 
There were fourteen 


A sign asked “Is Your Pattern 
Matching pieces are obtainable in any of these 
The response from this 


setting and dinner plate on each. 
of these exhibits. 
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An innovation in this year’s display came with clear- 
ing the second shelf of the wall cases, which were on a 
level with the show On each shelf five place 
settings were shown on doilies with additional patterns 
standing on easels at the back of the shelves. Other 
patterns, 20 in all, were seen in the showcases, and the 


*ases. 


remaining grouped place settings were within immediate 
reach in the drawers. 

Represented here, in all, were 108 place settings that 
the prospective customer could see easily. 

For the first time this year, also, the visitors were 
invited behind the counters. The showcase glasses 
were all raised, and the men and women were invited 
to inspect anything that they liked. Many took advan- 
tage of the offer. 

All patterns throughout the store were accompanied 
with name cards. To facilitate giving the price to the 
customer, each name card carried the price of the six- 
piece place setting on the reverse side. Price compari- 
sons could be made with these. 

This year place settings from $6.80 to $76 were used 
and aside from making the public silver conscious, it 
made it price conscious. Remarks from husband and 
wife such as these were heard, ‘““Why, I didn’t know you 
could buy six pieces of sterling so reasonably.” 

The entire cost of the promotion this year was ap- 
proximately $500, according to Schewe. This included 
the window display setups, advertising, table linens 
hought especially, direct mail, printing and flowers. 

Newspaper advertising was used in the Sunday and 
Wednesday editions of the paper, with the Sunday in- 
sertion on the rotogravure page, plus an additional ad- 
vertisement in the society section. The Wednesday 
advertisement was on the society page. 

Direct mail was sent to 200 young women whose en- 
gagements had been announced. The letters carried 
the same message as the newspaper advertisement, plus 
the personal invitation of Mr. Esser to come and select 
a pattern for her future home. Many of these girls 
came into the store, and they are adding pieces weekly 
to patterns started at that time. 
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STERLING 
SILVER 


HOLLOWWARE 


by Manchester inte 





No. 1031 Syrup Jug and Tray 

No more spectacular Sterling flatware values are to be had than those pro- 
° duced by Manchester. If you would stimulate your Sterling sales, investigate 
the Manchester proposition. It’s a profit producer for ; 
wideawake merchandisers across the country. 

















{ MANCHESTER STERLING | 


ON DISPLAY 
DURING CONVENTION 


Sooths 


“7 in THE SPOON AND SHOVEL PINS 6 
WALDORF-ASTORIA HOTEL r 


Manches tet 


. Avaust 26 —aueust 30 JL nares. $1.00 nace i 
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SYMPHONIES OF 
BEAUTY... . IN NEW 
WEDDING BANDS 
BY S. AND N. KATZ 
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“Here Comes the Bride” 
.. here, is ageless music 
that heralds the fulfillment 
ol every sweetheart's 
dream Ageless, too. should 
be the bride's’ ~ 
band—because it act 
as a symbol of eternal 
Gévotion’ #* Bear in mind. 
that at S. & N. Katz, 
matched diamonds are. 


you may choose to pay. 


Remember see 


S BN Kets bere! credit tems 











Equisite 
Coen estes. 


PLE SSL eT et 


—— 


: come 0 ame 


STERLING SILVER: 


ihn 1968 





NO 


ELL ’em, if you want to sell em. Ads like these, selected 

from last September's newspaper files, will help you get 
your share of the expanded retail volume which is predicteq 
for this fall. Watches for young people heading back to schoo] 
are well presented by Ross, Washington, D. C., and A, q. 
Fetting Co., Baltimore. With August and September’s wed- 
dings (20 per cent of the year’s total) rivaling May ang 
June’s (22 per cent), the energetic advertising of solitaires 
and wedding bands is timely 
Bailey, Banks & Biddle Co., Philadelphia; S. & N. Katz, Bal- 
timore; A. Stowell Co., Boston; Shuttles, Dallas, and Lux, 
Bond & Green, Hartford. Diamond jewelry is attractively 
presented by Linz Bros., Dallas, and Loring Andrews, Cincin- 
The many fall weddings are silver selling opportunities 
and the Maier & Berkele, Atlanta, and Webb C. Ball Co,, 
Cleveland, advertisements are good examples of how this busi- 
ness can be promoted. 


nati. 

















For those Seeking : 


| ? The Sectanive in Style 
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Ads for Chief 


Fall Oceasions 
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YOUNG COUPLES 

ABOUT.TO-BECOME 

ENGAGED MOND SHOULD BE QUALITY 
AND THEN PRICE 

SHUTTES ate 














SHUT TLES 


"One Of Te Seats Fanasl founers” 


Yas towleenee oe Spend 
Penibie Bdge! Pen “a sett oe ’ ; Sevthiond Ute Inwerpnce Belding Nest te Baker Mote 
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only have we included every 
pattern in flatware we stock, but ha odd bits of vost terest 
te everyone. , 
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STEADY GAIN 


IN WATSON 
FLATWARE SALES 


Alert jewelers are noticing the 
steady gain in Watson flatware 
sales! On the strength of the best 
test of all — salability — this out- 
standing line is proving itself. 


SEE WHY! 


It is, today, the most complete 
flatware line ever offered by 
Watson. The range of patterns 
helps you to suit every taste... 
simple or elegant, Colonial or 
modern. And Watson is backing 
this line with the most aggressive 
advertising program they have 
ever undertaken, including na- 
tional magazines, sales and mer- 
chandising helps for dealers, 
folders, booklets, displays. Watson 
can help you make your Sterling 
department more profitable. The 
Watson Company, 880 Watson 
Park, Attleboro, Massachusetts. 


















@ Golden Swirl party 
bag is a gift creation 
full of feminine charm. 
Lift out the gold-plated 
manicure accessories 
and it becomes a lovely 
evening bag. $9, retail. 
C. J. Bates & Son. 













@ One of the attractive packages 
from the Hadley Co.'s new men's 
jewelry line combines waldemar chain, 
cuff links, tie clasp and tie-pin, in 1/20 
12 K gold filled to retail at $15. 


@ Among its new num- 
bers, New Haven Clock 
Co. lists the "Overnite" 
alarm, with flexible shut- 
ter-slide to protect dial 
and rear mechanism 
when traveling. $3.75 
in black and chrome, 
$4.25 in ivory and brass. 





@ The Westclox Clip-Easel watch, selling for 
$4.95, is named from its leather-covered 
metal clip that holds the watch in a man's 
pocket or woman's handbag. For use as a 
desk clock, the clip is merely snapped back. 


@ Removable, self-locking key loops, quickly 

released by a push of the thumb, prevent 

torn finger nails, in the new key case by Prince 

Gardner Co., St. Louis. Keys are easily put 
on or taken off the twist loops. 


@ Right, this American 
flag lapel pin by H. M. 
Schrager & Co., New York, 
is a timely item made of 
fine quality baguettes with 
open settings. Hand made, 
hand set, it retails for $5. 


fie ee me 
Dieicieee an 






Kk. Pee age 





@ Unusual thinness, flexibility and ruggedness are 
qualities of the All-Rist Cadet for men, newest addi- 
tion to Kestenman's All-Rist line of extension watch 
bracelets. This model comes with all-extension links; 
also in combination with leather or regular links. 
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No. 107—Golden Swirl Party Bag. 
Lift out pad with its glamorous gold 
plated accessories and it becomes a 
proud evening bag. Retail price $9,00, 





‘Dartara Dates 
y MC Appeal Manicure Sels 


Sub-debs, debs, brides, wives, dowagers agree that the 
vift welcomed by all is a luxurious Barbara Bates ‘Jewel 
Appeal” manicure set! Glamorous, purposeful, and cor- 
rect, it’s the gift to please your smartest customers. Each 





set is fitted with fine gold plated accessories, exquisitely 
designed and made exclusively by Barbara Bates. 


Jewelers! Don’t miss this beautiful opportunity for attract- 





ing new customers, increasing volume and profits. “Jewel 


No. 106—Scintillating Star Spangles 
. or rich Midas Mesh encasing eight 
they are now recognized as year-round profit-makers. We practical gold plated manicure accesso- 
ries. Retail price $7.50. 


Appeal” manicure sets should always be on display because 


are pleased to report many jewelers are already doubling 
their last year’s orders. Please write for further details. 


Weteome AN RJA and NAC]! Dou ave cordially 
tneled ta witl Booth Ne. 206 at the Walelarf- 
Ahanen he see ot eis lay of ‘chcece gy" tdeas. 

















No. 202—Lovely slim lines and fine 
preparations make Margo the popu- 
lar choice. Four gold plated accesso- 
ries, Jewel-Appeal Polish, Remover 
and Beauty Oil encased in tan or red 
leather. Retail price $5.00. 


No. 103—The cAlbum. Romantic 
as an old family album bound in 
crushed velvet. Practical yet gla- 
morous. Available in four shades. 


Retail price $5.00. 


Cy (Bases « Son 


506 Fifth Avenue, New York ¢ Factory: Chester, Conn. 
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“The GLEAM of CRYSTAL 
The CHARM of STERLING” 


Since their introduction a year ago, the vol- 
ume of sales of HURRICANE Salt and 





* Pepper Shakers has mounted steadily. ‘Salt 

at any time’”’ is assured by the patented con- 

ON DISPLAY struction of Hurricane style Quaker Shaker 
A.N.R.J.A. CONVENTION Sets. Combining crystal and sterling silver, 


WALDORF HOTEL, N. Y. 


Hurricane Shakers were selected by out- 
standing magazines and newspapers for 





%* QUAKER SILVER COMPANY 









Featured NATIONALLY 


in fll These Publications 


ond PEPPERS 


PATENTED 
PRICED TO RETAIL $2.50 TO 


their individual style appeal as a pleasing 
decoration to any table. Newspaper mats 
are obtainable. Write for a selected assort- 
ment. 

Quaker Sterling lines include a compact 
and extremely saleable group of hollowware 
retailing from $5 to $50. Notable are new 
hand-wrought items of distinction. 


IMC. No. ATTLEBORO, MASS. % 362 FIFTH AVENUE, N.Y. 9 

















You can offer dependable new ALTON watches to 
your customers with every assurance that you are 
giving the best possible value at the price. Every 
watch is guaranteed to give long years of satisfaction 
to users. 





6% x 8 Ligne, Alton, in the new rose colored 10K. 
rolled gold plate case with stainless steel back. Rose 


* dial to match. Ratchet silk cord. 
* AL4G— 7 Jewel ...cccscccccce Price Keystone $14.10 
od BEGG 1T Teel 6 cine ceccccsee Price Keystone 17.90 


The above watch is one of nearly 50 new models 
added to the ALTON line and illustrated in our new 
1940 catalog. Hundreds of other profit making values 
are shown. This catalog also illustrates our complete 
line of diamond rings, wedding rings and combination 
wedding ring sets. If you have not received your 
copy ask for it on your letterhead. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 


I.D. Watch Cases 


cy 


5 South 


Wabash Ave. 


Chicago 


Illinois 
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ARE YOU INTERESTED IN 
A. SHORT COURSE IN GEMS? 


If so, write us or call at our booth in the reg- 
istration corridor at the jewelers’ convention. 


Investigate our proposed short course in the 
appreciation, understanding and sale of 
gems, to be priced at $25.00 to $29.00, and 


require 2, months’ study. 


This course can be completely ready for 
study by you on September 15, provided a 
sufficient number of jewelers subscribe for it. 


Not a course in gemology — yet one also 
written to increase knowledge, enthusiasm 
and sales of gems. 


GEMOLOGICAL INSTITUTE 
OF AMERICA 


541 South Alexandria 
Los Angeles, Calif. 


Eastern Headquarters, 69 Newbury St., Boston, Mass. 
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OW the TIME... when RACINE 
— Specialized CHRONOGRAPHS 












No. 230/7B—-New 
Double Button 
Multichron with Ta- 
chometer, Telemeter 
dials; also timing and 
regular watch dials. 
45 minute register. 17 
Jewel Gallet movement. Time-out 
feature. Ideal for aviation, sports:, 
industrial use. Non-magnetic. Avail- 
able in black or white dials. 





Uncle Sam Says “Speed Up”... 


Speed up in airplanes, in arms, 
in industrial preparedness. This 
means more than merely new 
machines. It means new meth- 
ods, new efficiency .. . It means 
new, wider uses of Timers and - 
Chronographs for Time Study of 
operations and processes... 
Racine, specialists in this field, 
have the widest selection of fine 
timers and chronographs — at 
every price level, for every tim- 
ing purpose ... Use the coupon. 




















' Jules Racine & Co. 
' 20 West 47th Street, New York 


: Send your Catalog. No obligation. 


? 0 SE eer corer eee eno Tie 


een ! 
SEND FOR FREE rAcINE CATALOG TODAY! —. o£, 


< h, Y i PTA pu ughicul Mb la bu ult YY 3 
¢ 


JACCARD'S FAMOUS WATCH JACKET 
NOW AVAILABLE T0 JEWELERS 
IN EVERY CITY 


In Gold, Silver or Platinum designed especially to fit 


your watch 


This new. patented jacket is in demand everywhere. It 
protects watches from the dangers to delieate mecha- 
nisms resulting from normal dampness and perspira- 
tion. It protects against loss or breakage of stems and 
crowns. It provides a real service to your customers 
and is a valuable item for your watch department. For 


chart and price list write today. 


Original with Jaccard’s—Patent No. 1961734. 


Mermod-dJdaccard-bhing 
Saimt Louis 
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RUECKERT 


MANUFACTURING COMPANY 


CASE MAKERS 
FOR 50 YEARS 


Quality in workmanship 

and material have built 

consumer confidence in 

products manufactured 
by RUECKERT 








Visit us at Booth 
the New York No. 82 
Convention o. 


Week of AUGUST 26™ 


69 Sprague St., Providence, R. I. 


CHICAGO REPRESENTATIVE 
H. A. BREDEL — 27 E. MONROE ST. 
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®@ "Concord" achievements in American full lead crystal, new additions to 
a quality domestic line of rising popularity. Bowl, $5.50; bird, $15. J. H. 
Venon, Inc., 212 Fifth Ave., New York. 





® The Schick Colonel, styled by Raymond 
Loewy, is executed in ivory plastic with 
gold trim and Whisk-Its. Has built-in 
radio static suppressor, alligator case, $15. 


® New prong setting, patented by Shi- 
man Bros. & Co., Inc., makes center and 
side diamonds appear much larger than 
actual size. Smooth, finished edges won't 
troublesomely catch on clothing or gloves. 





© Forty per cent of the wholesale price of 

the British Emblem Pin, in 18 K gold plate 

and enamel, is donated to Allied refugee 

relief. $2.50. Accessocraft Products Corp. 
389 Fifth Ave., New York. 
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® Looking like a Viennese import, this brooch from 
the costume jewelry line of the Turiet & Bardach 
Division of Bliss Bros. Co., Attleboro, retails for $5. 


® Japanese Moon pattern book-ends 

of gaily enameled brass, designed 

by George Sakier, retail at $4.50 a 

pair. Alexander Aderer, 225 5th 
Ave., New York. 








® The Croton chronograph, 
"six watches in one,” has tach- 
ometer and telemeter; used as 
a stop- and time-out watch; 


broadcasters, and Army men. 


‘practical for physicians, nurses, ‘ ee ie 
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YOU HAVE “PAY DIRT” 


in the bench sweeps, polishings, 


spectacle scraps, filled and 


plated cases, silver, etc. 


WE ARE PROPERLY 
EQUIPPED 


to recover these values for you, 
accurately and economically. 
Our ability to keep busy de- 
pends upon repeat business 


from jewelers. 


DEE CHECKS SATISFY 


and sending your next ship- 
ment gives us an opportunity 


to prove it. 


é 6 H oO 


0) | =e go. 
ae: S _feectous & CG 


a, WN OLD 


~ CHICAGO Py iat 











COMING—GREATEST TRADE EVENT 
(From page 59) 


2:15 p. m., Address of Welcome, Ralph Roessler, president, 
NACJ. “Subversive Activities in America,” Hon. Martin - 
Dies, member of congress from Texas and chairman of the 
Congressional Committee for the Investigation of Un-Ameri- 
can Activities.” 


Tuesday, August 27 


2:15 p. m., “The Federal Trade Commission, Its Duties and 
Powers,” Robert H. Freer, member and former chairman, 
Federal Trade Commission. 

3:30 p. m., “Advertising—Good, Bad and Indifferent,” 
Harry P. Bridge, advertising counsel, Philadelphia, Pa. 

Wednesday, August 28 

2:15 p. m., “Showmanship in Business,” Zenn Kaufman, 
counsel in business relations, New York. 

3:30 p. m., “The Future of the Jewelry Industry,” Ralph 
Roessler, president, and William Gibson, chairman of the 
board, of NACJ. 

Thursday, August 29 

2:15 p. m., Round table discussions and business clinic. 

3:15 p. m., Annual business meeting; president’s report; 
treasurer’s report; election of officers. 

Friday, August 30 


6 p. m., Annual banquet of NACJ and ANRJA, Waldorf- 
Astoria Hotel. 


The program of ANRJA, although built up around 
the idea of round table discussions by active jewelers of 
current trade and retail problems, also includes several 
featured speakers of national reputation, notably Gen. 
Hugh S. Johnson, newspaper columnist and former 
NRA administrator, whose vigorous, forthright talks 
analyzing the political situation are invariably of the 
keenest interest. General Johnson will address the open- 
ing session of the ANRJA convention on Monday eve- 
ning, Aug. 26. In the program of Wednesday morning, 
Aug. 28, devoted to “Diversion of Trade from Retail 
Channels,” addresses will be given by W. J. Cheyney, 
vice-president of the National Retail Furniture Associa- 
tion, and Ira Hirschmann, vice-president of Blooming- 
dale Bros. 

Regular sessions of the ANRJA will start each day 
with breakfast round table conferences which were so 
valuable a feature of last year’s convention. Each con- 
ference will be devoted to the discussion of some one 
specific topic and each will be led by a different jeweler 
who will start the proceedings with a talk on the topic 
listed for consideration. 

Following the breakfasts, which will be held in the 
lounge restaurant on the lobby floor, the meetings will 
move to the Empire room where,.the program will be 
continued. The eee ene ANRJA progxam mages: 


ANRJA CONVENTION PROGRAM ; 


Saturday, August 24 cin’ 
8 p. m., Meeting of ANRJA executive committee, Suite 
5-R-S, fifth floor, Waldorf-Astoria Hotel. x 


"Por fi 


my 


Monday, August 26 


9 a. m., Exhibits open. eet 

12:30 p. m., ANRJA committeemen’s luncheon, lounge 
restaurant, lobby floor. aie 

7 p. m., Exhibits close. 

8 p. m., Opening session of ANRJA convention, Empire 
Room. President’s convention address, Myron Everts. Ad- 
dress, Gen. Hugh S. Johnson, lecturer, news commentator and 
former NRA administrator. “Take It or Leave It” program, 
exactly as given in radio broadcasts, courtesy of Eversharp, 
Inc. Contestants will be drawn by lots, and prizes and cash 
awards will be given just as on the radio. 
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10 p. m., Entertainment and dutch lunch for holders of 
banquet or special tickets, Sert Room. Dancing and refresh- 


ments. 
Tuesday, August 27 


8 a. m., Breakfast conference, lounge restaurant. Subject: 
“Modernizing Your Store at Little Cost,” speaker, C. S. Telchin, 
store architect, New York. Chairman, Henry W. von Unruh, 
Cincinnati, Ohio, vice-president, Central Region, ANRJA. 

9 a. m., Exhibits open. . 

10 a. m., Convention session, Empire Room, topic: “Mer- 
chandising Under Present World Conditions.” Call to Order 
and address by President Everts. Introduction of the chair- 
man of the session, Edward Krehbiel, general manager, Black, 
Starr & Frost-Gorham, Inc., New York. 

1:30 a. m. “The World’s Diamond Markets,” Sydney H. 
Ball, New York, mineralogist and diamond authority. 

11 a. m., “Eternal Vigilance,’ G. H. Niemeyer, president, 
Handy & Harman, New York. 





11:30 a. m., “Situation Regarding Imported Goods Such, as | 
Watches, Leather Goods, China and Antique Silver,’ Wilson | 
A. Streeter, president, Bailey, Banks & Biddle Co., Phila- | 


delphia. 


12 noon, “Experiences of the Jewelry Trade and Industry | 


During the World War,” Meyer D. Rothschild, New York, 
president, American Protective Association. 

12:45 p. m., Distribution of preliminary reports of nominat- 
ing, resolutions, and credentials committees. 

9 p. m., Exhibits close. 


Wednesday, August 28 


8 a. m., Breakfast conference, lounge restaurant, subject: 
“How <xpensive Is Poor Display,” speaker, W. L. 
Stensgaard, president, W. L. Stensgaard & Associates, Inc., 
New York and Chicago. Chairman, Alvin Magnon, Tampa, 
Fla., vice-president, southeastern region, ANRJA. 

9 a. m., Exhibits open. 

10 a. m., Convention session, Empire Room. Topic: “Diver- 
sion of Trade from Retail Channels.” Chairman, Kenneth I. 
Van Cott, general manager of Marcus & Co., New York, 
chairman of ANRJA’s committee on wholesale-retailing. 

10:30 a. m., Address: Dr. David R. Craig, Washington, 
D. C., president, American Retail Federation. 

11 a. m., Address: W. J. Cheyney, New York, vice-presi- 
dent, National Retail Furniture Association. 

11.30 a. m., Address: Ira Hirshmann, vice-president, Bloom- 
ingdale Bros., New York. 

12 noon, Address: Felix H. Levy, New York, legal counsel, 
ANRJA. 

12:30 p. m., Discussion. 

7 p. m., Exhibits close. 

8 p. m., Joint session of ANRJA and NACJ, Myron Everts 
presiding, Empire room. Informative and entertaining session 
with the following participants: N. W. Ayer & Sons, adver- 
tising representatives of the De Beers Consolidated Mines, 
Ltd., and Associated Companies; Elgin National Watch Co., 
three-dimension photography, and International Silver Co., 
“The Making of a Spoon.” 


Thursday, August 29 


8 a. m., Breakfast conference, lounge restaurant, subject: 
“Credit Selling.” Chairman, Tinley L. Combs, Omaha, vice- 
president, Northwestern Region, ANRJA. 

9 a. m., Exhibits open. 

10 a. m., Convention session, Empire room, Call to Order by 
President Everts. Reports of regional vice-presidents. 

10:30 a. m., “Problems of Distribution,’ chairman, Wm. 
G. Thurber, secretary-treasurer, Tilden-Thurber Corp., Provi- 
dence, R. I., vice-president, Northeastern region, ANRJA. 

10:45 a. m., “The Consumer Movement,” Howard M. Cool, 
director, division of consumer interests, National Better 
Business Bureau, New York. 

11:15 a. m., “Consumer Relations,” Dr. Kenneth Dameron, 
associate professor of marketing, Ohio State University, 
Columbus, Ohio. 

11:45 a. m., “Standardization of Trade Terminology and 
Standardization of Products,” Robert M. Shipley, Los Angeles, 
president, Gemological Institute of America. 

12:15 p. m., “Silverware,” Frank A. Waring, economic divi- 
sion, U. S. Tariff Commission, Washington, D. C. 

12:45 p. m., Report of Credentials and nominating commit- 
tees, and election of officers. 

1 p. m., Adjournment. 

1:30 p. m., Luncheon meeting, executive committee, Jewelry 
Industry Publicity Board, lounge restaurant. 
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Pendant, No. K403—Locket, No. K402—Bracelet, No. K405—Brooch, No. K404 


THE universal appeal of flowers provides the urge- 
to-buy beautiful "Petite Fleur" jewelry by Fisher. 
Wrought in 18K Gold Filled, which accentuates the 
distinctive three-tone effects, the items in the 
group express Fisher hand-craftsmanship at its best. 
Here's a line for the particular jeweler who is look- 
ing for out of the ordinary jewelry. Fisher Lockets, 
conceded to be the most comprehensive line on the 
market, maintain their popularity. Are you show- 
ing the fast selling Book Styles? 


JM. FISHER company 


ATTLEBORO, MASS. 








“THE FISHER LINE” 
J.M.F.CO. 
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“Publicity for the Jewelers,” speaker, William D. MeNeil, 
fi Ow IN U 4 A executive secretary, Jewelry Industry Publicity Board. Chair. 
e ae * man: Robert J. Slagle, Houston, Tex., vice-president South- 

western Region, ANRJA. 
| 10 a. m., Business session, Empire room, President Everts 





THE NEW EDITION OF ADVANCE-STYLES | es i. 
FOR THE JEWELRY INDUSTRY: 7:30 p. m., Reception, East Foyer. 


§ p. m.,, Annual banquet of ANRJA and NACJ, grand ball 


r 7 room. Style clinic, auspices Jewelry Industry Publicity Board, 
é | with June Hamilton Rhodes, publicity counsel, in charge. 
| Awarding of prizes. Dancing. 








| A get-together party for the members of both associa- 
4TH EDITION | tions, exhibitors and guests will be held Monday evening 
ENTIRELY ILLUSTRATED _ in the Sert Room, starting at 10 P.M. 


The convention will conclude with the annual banquet 
in the main ballroom and will be participated in by both 
ANRJA and NACJ, all exhibits being closed at noon 
on that day so that they can be dismantled and the ball- 
room cleared in time to prepare for the banquet. 

The same efficient committee will again handle the 
local convention arrangements. Alfred Morell is gen- 
eral chairman; Kenneth I. Van Cott of Marcus & Co., 
chairman of the banquet committee; Leon S. Davis, 
president of the New York State RJA, chairman of 
the reception committee, and Phineas Peters, chairman 
of the Executive Board of Retail Jewelers Associations 
of Greater New York, chairman of the registration com- 
mittee. 

A ladies’ committee will have charge of arrangements 
designed to make pleasant the visit of wives, daughters, 
sisters and mothers of members, and will be prepared 
to render assistance through information concerning the 
World’s Fair, the various stores and shops, and the con- 


THE KEY TO MODERN STYLING OF ALL JEWELRY! | vention itself. 
INDISPENSABLE TO ALL UP-TO-DATE JEWELERS! The exhibition, which includes every kind of jewelers’ 


goods from flat silver to radios, and from watch bands 
to fine gems, will be participated in by more than 150 


OVER 400 DESIGNS! concerns, the roster of which follows, as of July 23 











novel ideas and timely suggestions for the following subjects (key numbers following names indicate the location of 
and their manifold sorts: booth) : 
A Continental Silver Co., 401 
LADIES JEWELRY— Croton Watch Co., 9 
A & Z Chain Corp., 761-763 Crown Luggage Co., Jansen 1 


MEN’S JEWELRY— Accro Bond Watch Co., 217 


L. Adels Co., 206 





—— Aisenstein-W k '‘& Sons, 
— Aine: Chinese Boom © 5° D 
ic t ,_ 301- , _ 
VANITY AND CIGARETTE CASES— American Jewelers’ ‘Bureau, 43 Kirred Dunhill of London. Inc. 
American Time Products, Inc., - 
NOVELTIES OF UNUSUAL INTEREST, “21: ee 
Art Metal oe a 16-17 Dutcher Bros., 113° 
BY THE BEST PARISIAN ARTISTS nd ange da 
| E 
| B Electric City Box Co., 22 
Elgin American Division, mies 
Watch Cas Oo inois 
Bien Foss, the, of 867, 869 Elgin ‘ational Watch Co., 59- 
The Ball Co., 60-71-72 
B. A. Ballou x C0. 313-314 Leo Elwyn & Co., 11 
Bass-Luckoff Co., 27 Eversharp, Inc., 404 





Cc. J. Bates & Son, 306 
Bell Lamp Mfg. Co., 311 


| 
| 
| 
| 
| 
. hi ene : | B ; Watch Co., X-LePerro- F 
Price of this edition (payable in advance) ———— eee 
| 
| 
| 


quet Suite ke 
Photographic Elin Chromatic Edition | egal Co 29 ; Pea 
(black and white): (colors of objects): Bristol ee Ring Mfg. Co. A. _paward Fisher & Co., Inc., 
43 i 
$20.00 $25.00 Bron Shoe Co., 320 Phillip Florin, Inc., 88 
| Bruner-Ritter Co., 6 _ J and H Flyer 
Copies of the fourth edition, of interest and inspiration to the jewelry | —* Jewelry Case Co., 407- a, —, — | 
trade, were sent to the Book Department of THE JEWELERS' CIRCU- | = 3.-5-1inthicum-Thorson, Inc., Edwin Freed, 207 
LAR-KEYSTONE, before Paris fell, so that deliveries might be made 1178, 1180, 1182 Martin Freedman, 116 


to new subscribers without delay. | 


SG 





j C Gemex Co., Inc., 79-80 
| Cincinnati Advertising Products, General Electric Co., 227-228-229 
208 
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Chestnut & 5éth Sts. 100 E. 42nd St. i. * side . nape Gotham Watch Co., S- -58 
. _ A. Cohen and Sons Corp., 76 ané . and B. J. Gross, 36 
Philadelphia, Pa. New York, N. Y. 4 J--ie 7 Gruen Watch Co., 50-51-52-53 
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H 


Co., Inc., 61-62 ; 
Ha ee nburger Co., Jansen 8 
Hamilton Chain Co., Inc., 63 
Hamilton Ross Factories, 109-110 
Hamilton Watch Co., 47-48 
Hart Publications, Ine., 312 
Helbros Watch Co., 40 
The Heller Co., 3038 
L. Heller & Son, 10 
A. Hirsch Co., 218 | ; 
H. O. Hurlburt & Sons, 49 


Import Center, 319 
International Silver €o., 
(West Foyer) 


J 


Jabel Ring Mfg. Co., 39 
Jennings Silver Co., 107 


K 


Kaspar & Esh 402-403 

Kestenman Bros. Mfg. Co., 30 

Samuel Kirk and Son, Inc., 4N- 
P-R 

Knapp-Monarch Co., 307-308 

Jacques Kreisler Mfg. Co., 7-8 


L 


L and R Mfg. Co., 204 

Walter Lampl, 1-2 

S. E. Laszlo, 213 

Lehman Bros. Silverware Corp., 
317-318 

Leys, Christie and Co., 65 

Harold Lifton Co., Inc., 86 

Lindley Box & Paper Co., 400 


90-102 


Longines-Wittnauer Co., Inc., 
36-37 
IL. Luria & Son, Ine., 34 and 


Carpenter Suite 


M 


Manchester Silver Co., 19-20 
Marathon Co., 865 
Metro Associated Services, Inc., 


85 
N 
National Silver Co., 4-V 
New Haven Clock Co. 114 


ie) 


Ollendorff Watch Co., 57-58 
Oneida Community, Ltd., 68-69- 


70 
Ostby and Barton Co., 33 


Pp 


Parker Pen Co., 316 
Parker Watch Co., 44 
Henry Paulson & Co., 108 
Plainville Stock Co., 222 
Plotkin & Steinman, 305 
Prince-Gardner, 310 


R 
Ramel Mfg. Co., 304 
M. A. Reich, 211 
Simeon L. & George H. Rogers 

Co., 405-406 

Wm. A. Rogers, Ltd., 
Ronson Lighter, 16-17 
Chas. Rothman Co., 115 
Wm. Rott, Inc., 323 
Herman S. Rubin, 212 
Rueckert Mfg. Co., 82 


77-78 


Salem China Co., 221 
Sammartino Bros., 
A. Sauer & Co., 87 
Savoy Watch Co., Inc., 861 
Schick Dry Shaver, Inc., 4-U 

J. J. Schmukler & Son, 4-Y 
Wm. V. Schmidt Co., 54-55 

W. A. Sheaffer Pen Co., 309 
Shiman Bros. & Co., 4-W 

M. H. Shiman & Co., 315 
Simons-Michelson Co. 38 

R. F. Simmons Co., 21 

Frank W. Smith, Inc., 306 
Harold Solow, 202 

Spear & Susskind, 63 

Spelrein Luggage Corp., 83 
Standard Novelty Box Co., 12 
Stern & Stern, Inc., 225 

Louis Stern Co., 18 

Stetson China Co., 2038 

The Stieff Silver Co., 326-327-3258 
J. F. Sturdy’s Sons Co., 3-4 

S. J. Surnamer Co., 89 

Swank Products, Inc., 64 
Swartchild & Co., 138 

Swift & Anderson, 220 and 226 


215 


Tavannes of America, 41 
Seth Thomas Clocks, 205 


Trifari, Krussman & Fishel, 410 


Underwood Elliott Fisher Co., 
321 

United Toilet Goods Co. (Tre- 
Jur), 112 

Universal Potteries, Jansen 2 

Untermeyer, Robbins & Co., 
1184, 1186 


WwW 
Waite-Evans Co., 18 
Waltham Watch Co., 73-74-75 
R. Wallace & Sons Mfg. Co.— 
Warner Jewelry Case Co., 66-67 
Warren-Telechron Co., 209-210 
The Watson Co., 223 
Weissman Watch Co., 
J. J. White Mfg. Co., 
Wiesen Hart Press.— 
Wolf Co., 409 
Wolfsheim & Sachs, Inc., 24-25- 


224 


214 


26 
J. R. Wood & Sons, 14-15 


Z 
Zenith Radio Corp., 105-106 
Nat Zuckerman & Co., Inc., 219 





KNOWING YESTERDAY'S DESIGNS 
(From page 69) 


of all time. 


These are the china types correct today for 


use with silver inspired by the period. 

It is difficult to separate the designers of the 18th Cen- 
tury, but for purposes of space, we will pause here and 
defer the introduction of the Brothers Adam, Hepple- 
white and Sheraton until the next chapter. 

However, we must remark here, and reiterate later, 
the suitability of Georgian furnishings to contemporary 
living. Today’s furniture factories have been able to 
reproduce with great authenticity the furniture of this 
period, and because of its scale, its character, and its 
variety, it seems to have excellent reason for use in 


present-day homes. 


Decorators today imaginatively use 


fresh colors, contemporary fabrics to enliven the furni- 
ture of this period, and the public has taken it to its 


heart. 


Eighteenth Century furniture has a major share 


in the total furniture sold in department stores, and is 
particularly popular for dining room use. 

Consequently the many fine examples of 18th Century- 
inspired silver presented today by silver manufacturers 
doubtless are major parts of your stock. 
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| THIS ZOURI STORE FRONT 
Wie INSURE FuTURE Success! 





| ‘ YOU CANT MAKE A 
BETTER INVESTMENT! 





* Regardless of your present 

competitive situation, regardless of future 
trends, you can’t make a better move RIGHT NOW than 
to invest in an effective new ZOURI Store Front. Your ar- 
chitect and ZOURI distributor will work together in de- 
signing a front especially suited to your particular type 
of business. And when you see the marvelous effects 
that can be obtained with the ZOURI rustless metal, plus 
K. Z. S$. Porcelain Enamel and Aluminum Facing, you'll 
| agree that ZOURI is the last word in store front construc- 
| tion. Act now to safeguard future sales! 


=) 1 mM Of 
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Zouri Store Fronts, Niles, Michigan " 

Rush my copy of your new illustrated booklet on | 

ZOURI Store Fronts. 5-840 | 

I 

; ADDRESS ; 

| | 
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You Can’t Afford to Miss the 


AMERICAN NATIONAL RETAIL JEWELERS 
ASSOCIATION 


35th Annual Convention 
and 


NATIONAL ASSOCIATION OF 
CREDIT JEWELERS 


14th Annual Convention 


JOINT TRADE EXHIBITION * WEEK OF AUGUST 26, 1940 
¥ 


Stay at The Waldorf, where you can meet 
the leading manufacturers, distributors and 
the key men in the industry. 


Living at The Waldorf costs very little more 
than at ordinary hotels. Yet your Waldorf 
room is larger, with a private foyer, sound 
proof walls, spacious and well lighted clos- 
ets. And there is no extra charge for air- 
conditioned rooms. 


Nor are incidentals high. Cigarettes, news- 
papers and phone calls are at regular street 
prices. A shine is 10¢, a shave, 25¢. Good 
breakfasts cost as little as 35¢ in the Coffee 
Shop, 60¢ in the Grill. 


And at The Waldorf you are conveniently 
located to all that is important in New York. 
Wall Street is 15 minutes away . . . Grand 
Central, Fifth Avenue, Radio City and Broad- 
way are all within easy walking distance. 
To insure preferred accommodations, may 
we suggest that you make your reservations 
as early as possible. Please address your 
letter to Mr. Joseph Bowling, Office Manager. 


¥ 


Special Convention Rates to Members and Exhibitors 


THE WALDORF-ASTORIA 


Park Avenue ® 43th to 50th © New York 


The World's Most 
Extensively Air-Conditioned Hotel 
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CUTTING, SELLING GEMS IN CEYLON 
Gs in Ceylon are cut by hand machines of primj- 


tive construction, says a recent report of the Sub- 
Committee of Labor, Industry and Commerce, Colombo, 
Ceylon. 

“A leaden plate about the size of a gramophone disc 
is coated with an abrasive powder. The cutting dise jg 
rotated backwards and forwarded by a hand-operated 
bow-string wrapped round a drum. The cutting js 
effected by pressing the stone firmly against the side of 
the revolving disc. Stones too small to be held in the 
hand and cut are fixed to a holder and then cut. Before 
cutting on the machine, bad portions and flaws are cut 





@ Gem cutting in Ceylon. A native workman cuts a blue sapphire 
by methods so primitive that the gem will later have to be refashioned 
in Europe or America. His right hand operates a bow-string lathe, 
while his left hand grasps a holder which contains the stone. Wide 
World photo. 

away with a hand saw. Rubies which are flawed with 
tinges of blue have to be fired to bring out the deep red. 
If in the process of firing every flaw has not been cut 
away, cracks develop, and the fired ruby becomes value- 
less. Polishing is effected by means of a similar instru- 
ment, but a revolving dise of copper or brass is substi- 
tuted for the leaden plate. A polishing paste of local 
manufacture is used. 

“Evidence was heard of the unsatisfactory system of 
cutting gems in Ceylon. It was pointed out that gems 
cut locally had to be recut by foreign importers in order 
to realize a value there. This practice apparently is not 
true of the Ceylon sapphire. Unlike Kashmir or Austra- 
lian sapphires, Ceylon sapphires are less homogeneous 
in color. The cutting of a Ceylon sapphire has therefore 
to be different from the cutting of other homogeneous 
gems. The Ceylon sapphire is cut round the points of 
maximum color-concentration, the object being to get 
the color concentrated at these points diffused evenly 
throughout the gem so as to present the semblance of 
homogeneity. The cutting of the Ceylon sapphire has 
thus developed into a special art which local lapidaries 
have had to teach themselves. But no scientific princi- 
ples are followed. The meaning of such terms as refrac- 
tive index, critical angle, total internal reflexion—a 
knowledge of which should be part of the scientific 
equipment of every lapidary—is unknown. What little 
the local lapidary knows has been learned by observa- 
tion and practice. Rules of cutting are adopted which 
are unsuited to the market. 

“The first rule of the local lapidary is to avoid shapes 
which reduce the weight of the gem. Such extravagant 
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.... AA STAR HIT 
COMING ATTRACTION 


More slender —graceful—a fit- 





ting companion worthy to 


co-star with our lovely Leading 
Lady. | 


Watch for later announcement. 


Don't fail to see our beautiful line of Festoon 
Jewelry — it’s definitely a ‘‘Must.’’ Our 
own original designs faultlessly executed by 
W & H skilled craftsmen.... 


PROVIDENCE, R. I. 











NEW YORK CHICAGO SAN FRANCISCO 
Mr. Leo Zucker Mr. Samuel M. Grossman = Mr. Jesse W. King 
303 Fifth Avenue 29 E. Madison St. 704 Market S 
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Just what you 
are looking for 


to attract people to your store. | 


| High Class Oriental 
| Jewelry — Novelty Gifts 
| decorated with various 





colored semi-precious 

stones—cigarette and jewel 

boxes—Jade goods in great 
| profusion! 


We have spent a_ few 
| months in the Orient— 
| China, Siam, India—and 

have gathered a galaxy of 
| most fascinating pieces. 





While you are in New York make a special visit 
to our spacious show rooms. The 5th Ave. 
Bus stops at the door. 


CHINA OVERSEAS INC. 


225 Sth Ave. Rooms 1220-24 New York, N. Y. 
ELMS GB SSEPODSESE DE SSHS DE OGOSSSCOBOSBOOHES 


HONESTY is nota virtue | 


... itis good business! | 
| 














FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with | 
purest and finest PLATINUM, Irid-Plati _ 
num, and Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 


COOPER’S POLICY of fairness and ace- 


curacy continues unchanged . . . always 
making new friends. 





INCORPORATED 


JOSEPH B. COOPER & SON 





26 John St., New York 
Factory: Brooklyn, N.Y. 


Our Reputation Is Our Succes: 
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cuts as the emerald cut, popular with foreign lapidaries, 
are taboo. All local cuts are thus more for weight than 
for perfection. Nothing can be said of the cabochon cut 
adopted for star varieties and cat’s-eyes, but the table, 
step and facet cuts used on other stones bear the unmis- 
takable impress of this erroneous teaching. We heard 
convincing evidence of the scant respect paid by foreign 
importers to the local lapidary’s skill. Stones which 
represent the acme of perfection of the local cutter are 
cut down by foreign importers to smaller stones of more 
modern shape. The unsuitability of the local shapes to 
the foreign market and the difficulty of selling locally 
cut stones which are too small to be recut, was em 
phasized. 

“We were unable to obtain satisfactory answers from 
the exporters to meet this objection. They admitted that 
Ceylon stones were recut by foreign importers but were 
not willing to learn its lesson. As a result, foreign 
importers now ask for uncut stones, and we feel that it 
would not be long before this new practice establishes 
itself firmly with importers. We are alive to the grave 
repercussions this practice would have on the entire cut- 
ting industry in Ceylon and recommend that Govern- 
ment give practical assistance by establishing a demon- 
stration institute for assisting Ceylonese to acquire a 
scientific training in gem cutting. 

“In our brief initiation into gem auctions we were 
unable to detect positive evidence of such rings, though 
there was good reason to suspect their working. Rings 
are not a special feature of gem auctions nor are they 
characteristic of Ceylon. They are common to other 
auctions and are found in different parts of the world. 





@ A view of the gem pits located in surroundings of paddy fields 


| and mountains at Patakada, near Ratnapura, Ceylon. Note the 


stakes which line the side of the pit in the foreground, and project 
upwards like the wall of a well. Wide World photo. 


Structurally, they are associations of common business 
interests to purchase in the cheapest market and in the 
cheapest way, and are thus the logical outcome of co- 
operative purchase. In the local gem industry the pool- 
ing together of resources to purchase gems in this fashion 
is a characteristic feature of the financial operations of 
the dealers. They are the big financiers of the gem 
industry. Their large resources enable them to purchase 
gems at their own terms. 

“A single member of the ring bids on behalf of his 
associates. Competition at the auction is not between 
individuals, but between ring and individuals outside the 
ring. A gem purchased by a ring is later secretly put 
for auction among members of the ring. Bids are ten- 
dered on paper, and the member who tenders the highest 

(Please turn to page 163) 
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In Crystal and assorted colors And now you can duplicate 


Ask for your selection NOW— 





the Gent’s selling sensation of 











“Vinylite’” Watch Straps with 
the new feminine Tubular 
Duro-Glass Watch Straps that 
offer even greater selling fea- 


tures than ever before. 


Each Duro-Glass Strap 
individually boxed with 
an Acetate cover—Sup- 
plied six to the box. 


With ratchet, available in Acid Test and Stainless Steel 
No. 5100 (Prest-O-Slide ratchets used exclusively). 


These Duro-Glass Straps are made 


of “Vinylite” brand resins produced 
by Carbide and Carbon Chemical 


Made comp) Corporation. 
all fittip. Cle of «uy 
tings ang buckiog Bylite”, pe nn 
0 R.G P Suspender 
*G.P, trimmin 
Zs 


—~. 


it 





These salient features will sell the new Ladies’ Duro-Glass Tubular 
Watch Straps with ease—It stretches to twice its length and returns to its 
original shape—Perspiration and Acid Proof—Non-flammable—does not 
shrink or warp—it is permanently resilient, flexible and indestructible. 


Gent’s Tubular Straps will be ready soon. Place your 
orders now, to assure prompt delivery. 





SOLD THRU WHOLESALERS ONLY 


AMERICAN STRAP Co.., INc. 
50 WEST 17TH STREET NEW YORK, N. Y. 


29 E. Madison St., Chicago, Ill. 
220 W. 5th St., Los Angeles, Cal. 329 Younge St., Toronto, Canada 
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Flattery aimed at the gunner. Cigarette box, 
$8; lamp, $22, with hand-painted shade, are 
English bronze finish. Polished brass clock, wal- 
nut base, $14. All prices retail. Executed by 
Sun Glo Studios, 225 Fifth Ave., New York, N. Y. 


Gift Shows Spelling 
New Era for Jewelers 


“After Dinner". Finnish china in colorful gold- 
banded floral decorations. From an extensive 
group, $7.20 to $12 per doz., retail. Finland 
Ceramics & Glass Corp., 225 5th Ave., N. Y. C. 


by J. RICHARD IANDER 


REDICTIONS in informed circles that the gift 

shows this year would see a significant influx of 
retail jewelers are more than being borne out on the 
basis of early attendance figures on the Chicago Gift 
Show and the China, Glass and Pottery Market, both 
now in progress in the Windy City. Some prognostica- 
tors say that when the final attendance tally is computed, 
the result will show an increase in the number of jewel- 
ers of as high as 20 per cent over any previous record in 


Enameled Mongolian design powder box, from show history. 


Tibet, bas relief of turquoise and dark blue on 
silver plated background, mirror on inside cover. 
Width, 3", depth, 2". Priced at $2.50 retail. 


Possibly the most dominant factor accounting for so 
startling an increase is the European war, which has 
removed from the market whole lines of jewelers’ im- 


China O . Inc., 225 Fifth Ave., New York. . ; 
ee em aT ported stocks, and forced jewelers to turn to home 


sources of supply. 

Gift and art houses, long realizing the opportunity 
their lines constituted for the jeweler, have been quick 
to fill the breach and in the shows where these houses 
appear with an average of 500 lines, merchandise, more 





Improving on Father Neptune's fine art. Natural 
nautilus on carved walnut base, $20 pair. Balin- 
ese maiden figurine, 6" high, $5. Prices retail. 


From Elizabeth Chellson, 225 Fifth Ave., N. Y. C. 


Press the turtle's head and this unique cigarette 
box snaps open. Hand-carved from finest woods, 
7" x 41/4,". $3 retail, boxed. G. A. Westphal & 
Company, 215 Fourth Avenue, New York City. 
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TWO LEADING | 
GIFT SHOWS | 
DOUBLE UP 


FOR BETTER 
ACCOMMODATIONS 


An increased demand for space, coupled with 
the impossibility of securing suitable accom- 
modations in New York, has made it advisable 
to repeat last year’s successful New York— 
Philadelphia Combined Gift Show ...a double 
event of outstanding interest to buyers who 
want to shop the most lines in the shortest 
time. @ Here, in a calm and business-like at- 
mosphere, you will find the most desirable 
offerings of this country’s leading manufac- 
turers and importers of gifts, artwares and 
decorative home furnishings. ® Even buyers 
from New York will find their time more pro- 
ductive here than in the New York market. 
Express trains take but 1 hour and 40 minutes 
between Philadelphia and New York, and in 
Philadelphia all visiting buyers are assured of 
a choice selection of hotel accommodations at 
reasonable rates. Plan now to cover the whole 
gift market easily and completely at this Com- 
bined Gift Show—and perhaps you will also 
wish to add one or more trips to the World’s 
Fair. © This year’s show will require an 


additional floor to accommodate the more 
than 500 lines that will be exhibited. 





NEW YORK-PHILADELPHIA 
Comlined GIFT SHOW 


Hotel Benjamin Franklin, Philadelphia 


AUGUST 19 TO 23 


SORED BY THE NATIONAL GIFT AND ART ASSOCIATION, INC. » GEORGE F. LITTLE MANAGEMENT, INC., 220 FIFTH AVENUE 








Crystal sea horse bookends, crafted and polished 
by hand in America. $21! per dozen pair. Mar. 
tin Freeman Co., 225 Fifth Ave., New York City, 





“Cavaliere apothecary scale in novel dress. 
Crystal with blue or pink glass flowers, also plain. 
$2 retail. Exclusive with Cavaliere Glass Co., 
37-06 36th Street, Long Island City, New York. 





than ever, is slanted directly at jewelry store retailing. 
Further, importer after importer has turned manufac- 
turer, designing and producing his lines on American 
soil. 

Turnover to home manufacture is relatively easy for 
gift and art houses in comparison with such a turnover 
in the manufacture of the more traditional jewelry store 
stocks. The breath and life’s blood of the successful gift 
and art line is its novelty, its timeliness, its freshness. 
The gift and art manufacturer, wholesaler and importer 
alike, is used to change, in fact, lives and must live on it. 

So can the jeweler. If, by economic flux, he is forced 
to diversify his stocks, in coming to the decision that the 
gift and art field is one which offers fruitful possibilities 
for fattening his sales volume, the retail jeweler may 
additionally take gratifying note that the rate of turn- 
Suances ti Reine: Brenener-dhien “alter dha- over in gift and art wares is many times more rapid than 
ners" in Harlequin sets of 12 assorted pastel that of non-gift jewelry store items. And the mark-up 


shades. $27.50 per dozen. Copeland & Thomp- remains the same; in fact, in some instances is even 
son, Inc., 206 Fifth Ave., New York, New York. 





higher. 

Opportunities, similar to those offered at the shows, 
are here shown, all of them fresh and new, all of them 
available from home or other unaffected sources, They 
should serve as the stimulus to send every jeweler who 
is able, to the shows now current in Chicago, and in a 
few weeks, in Philadelphia and in Boston. In them is 
the handwriting spelling out a new sales era for every 
retail jewelry store in the land. 


Scandinavian technique in hand-wrought sterling 
silver Cellinicraft tray, 13!/4" x 8!/2", $37.50. M. 
Wille—Art Goods Inc., 225 5th Ave., N. Y. C. 
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ON LOCATION OR IN STUDIO 


D 


Mec ery 
Tools & Parts arate Quaanty Prats 


PHOTOGRAPHING Co., INC. 


67-69 IRVING PLACE - NEW YORK - TELEPHONE ALGONQUIN 4- 0 
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MADE IN AMERICA 
Achievine the ultimate in desien and 
craltsmanship ol full lead crystal. 
CONCORD has caueht the fancy ol 
all buvers. 
\ 


complete line is now on display at 


our shou rooms. 


J.H. VENON, INC. 


212 Filth Avenue, New York, N. Y. 





THE gift shows are on, adventurous, romantic, 





kaleidoscopic, like a journey through a thousand 


and one Arabian Nights. 


They are veritable Aladdin’s Lamps for jewel- 
ers, these shows, for let the faintest shadow of 
an idea, the merest desire for what is new, sal- 
able and diversified merchandise for ailing jew- 
elry stocks cross the enterprising jeweler’s mind, 
and there is the idea, come to life, like a rub of 
Aladdin’s lamp, shimmering before his eyes— 


glass, metals, woods, leathers, china, pottery and 























NO. 550 T 
ONE OF THE NOVELTY NUMBERS 
IN OUR FALL LINE 


ARTHUR ARMOUR ALUMINUM 


The Aristocrat of The Metal Lines 


Will Show Many New Numbers and Decorations at the 
N. Y.-PHILA., AND BOSTON GIFT SHOWS 


Visit our showrooms during the A.N.R.J.A. and 
N.A.C.J. Convention 


Ask for our new 40-page Catalog A 


Sole Distributor 


A. STANLEY BRUSSEL 


LOS ANGELES— 
can 46m te. 225-5TH AVE., 
NEW YORK CITY 


712 SO. OLIVE ST. 








From Binland 


CRYSTAL BY KARHULA 


A most diversified and extensive group of hand cut, hand en- 
graved and hand blown pieces together with stemware, tum- 
blers, decanters, drinking sets and smoking accessories. 


View the complete line when in New York City for the Jewelers 
Convention, and at 
CHICAGO GIFT SHOW 

ROOMS 779 & 880 JULY 29-AUGUST 9 


NEW YORK-PHILA. GIFT SHOW 
FRANKLIN ROOMS 853-855-857 


DALLAS GIFT SHOW 


FINLAND CERAMICS & GLASS CORP. 


225 Fifth Ave. Rooms 515 & 517 New York, N. Y. 
formerly Markt & Hammacher Co. 


AUGUST 26-SEPT. 2 
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THE SOUTHERN 
| HIGHLANDERS me 





Are On? 






































the rest—the thousand and one gift and art lines FIANDICRAFTS§ 

that have been poured into the shows. | Made in America | i 
You'll have to hurry to see Chicago Gift Show | “OLD TIME" PEWTER 4 

(July 29-Aug. 9), and the China, Glass and Pot- | pnt ice it 

tery Market (July 29-Aug. 10) also in Chicago. | CERAMICS 

But there’s the New York-Philadelphia Com- | CARVINGS | 

bined Gift Show, in Philadelphia, Aug. 19 to 23, | DOLLS | 

that you'll want to see on your way to the | EXHIBITION PIECES | 

ANRJA-NACJ joint exhibit. | oN. Y.- PHILA. SHOW 
Then there’s the Boston Gift Show, Sept. 9 / | ROOMS 049-850 | 

to 13, to further show you how to bolster sales | 610 FIFTH AVE., N. Y. C. | 

quotas by diversifying with gift and artware. 

Don’t miss any of them! 























COLORPLATE 
ETCHWARE 








ot 


When you are unr a, m 
NEW YORK fon the Waldorf 
Conuention ... VISIT THE 





a American Artist’s 
Achievement in Metal 


VERLYS SHOWROOMS + 6 “s NOT . . , Aluminum NOT ... Tole 

NOT... Copper ~ NOT... Pewter _ 

@ See the wide selections of this fine But, on Industrial Revolution in 
decorative glass, retailing from $1 to $20 © Decorative Accessories. 

See the new Verlys series by Carl Schmitz, Designed and Edited by GEORGE SAKIER 


leading American Sculptor @ :ket us show 


you how Verlys has built extra sales and new | 
patronage for jewelers. 
WRITE FOR CATALOG 


225 FIFTH AVENUE NEW YORK 








VERLYS of AMERICA, Inc., 342 Madison Avenue, New York 
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SIX FLOORS of the Benjamin Franklin Hotel in 
Philadelphia will be needed to display the 500 lines of 
china, glass, woods, metals and costume jewelry making 
up the combined New York-Philadelphia Gift Show, 
Aug. 19 to 23. Due to pressure by World’s Fair activ- 
ities on New York hotel space, last year the two cities 
combined and held their show in Philadelphia. The 
project’s success last year and the fact that the Fair 
reopened this year led to the continuance of the prece- 
dent. * * # 

A GAIN in the number of lines to be shown is also 
reported by George F. Little Management, directors, for 
the Boston Gift Show, to be held at the Statler Hotel, 
Sept. 9 to 13. * * * 

IT TOOK 250 large display rooms to house the Chi- 
cago Gift Show, which continues at the Palmer House 
until Aug. 9. The China, Glass and Crockery Show at 
the Merchandise Mart, Chicago, continues until Aug. 10. 

* * * 


LONG-TERM LEASES in the Mart have been 
signed by China Overseas, Inc., importers of oriental 
pottery, jade, cloisonne and costume jewelry; Conti- 
nental Artwares, Inc., mirrors and pictures; Milforth’s, 
marblette, catalin and lucite art objects; Weil-Freeman, 
Inc., of New York, imported and domestic glass, pottery, 





etc. Unique display niches in glass brick walls will 
feature the reception room of the new Weil-Freeman 


establishment. 
* * * 


CREATING A SMALL FURORE at Rockefelle; 
Center are the newly introduced bronzes of Mary 
Rodney, Southern Highlanders, Inc., 610 -Fifth Ave. 
The new finishes, only recently perfected, make these 
bronzes complementary to either light or dark room 
colorings. Plates, bowls, ashtrays and candlesticks com- 
prise the line, and they may be used alone or in com- 
bination with silver, pewter, copper or even the organi- 


zation’s group of hand crafted woodenware. 
* * * 


MOST OF THE MAJOR IMPORTERS of glass 
are completing arrangements for manufacture of fine 
crystal in the United States. J. H. Venon, Inc., and 
Ebeling & Reuss, Inc., both of New York, already are 
receiving excellent response to their lines of fine quality 
domestic crystal. Trade names of the lines are “Con- 
cord” and “Cameo” respectively. 

* * 

ROBERT GRUEN, designer, known to the gift and 
art field for his executions in glass and other media, is 
located in new studios at 30 E. 55th St., New York. 

* * 

THE EXHIBIT, Contemporary American Industrial 
Art, continues at the Metropolitan Museum in New 
York. Closing date is not until Sept. 15. Jewelers at- 
tending the ANRJA-NACJ convention should include 
the museum in their sightseeing tour. Leading gift and 
art designers are represented with a profusion of works. 








i 


225 FIFTH AVENUE 


NEW AND SALABLE FOR JEWELERS ARE EXQUISITE TABLE LINENS BY ETAIA 


Elizabeth Chellson 





NEW YORK CITY 
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SWISS WATCHES DELIGHT CROWDS AT FAIR 


' HETHER interested in mechanical perfection, or | 
in high style, visitors to the New York World’s | 
Fair this year find endless fascination in the Swiss Pavil- | 
ion, where more than 500 watches and clocks are dis- 
played, in one of the feature exhibits of the Fair. 

The display has again been arranged and organized 
by Jean Louis Roehrich, of New York, who was also in 
charge of the exhibit last year. 

As in 1939, the collective exhibit limits the participa- | 
tion of each factory to 20 pieces, and the total—arranged | 


; ; ; 
by types, such as stop watches, high accuracy timepieces, | 





Part of the watch display in the Swiss Pavilion at the New York 
World's Fair 





dress watches, novelties and waterproof watches—offers | 
an impressive picture of the products and of the vitality | 
of the Swiss watch industry. | 
In the center of the hall, a display case shows ‘“‘the 
smallest watch in the world,” by Le Coultre; “the thin- | 
nest watch,” by Audemars & Piguet; “the most accurate | 
watch,” by Omega; “the most intricate watch,” by Patek | 
Philippe, and the exact time, by a Vacheron & Constan- | 
tin chronometer. | 
The collection of antique watches has been expanded, 
and has specimens dating back to 1570, as well as inter- 
esting singing bird boxes. Electrically operated demon- 





Timepieces 
| are grouped 
| according to 
, type and pur- 
; pose. These 
are high-style 
"iewelry" 
watches. 











strations of waterproof watches’ affinity for water capti- | 
vate visitors’ attention. 

Seven additional firms are exhibiting this year, thus 
increasing the number of manufacturers represented to | 
25. The new exhibitors are E. Gubelin, represented in | 
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Gos Real bpitionas lhofils 
Push Invisible Stitch’ 
‘Billfolds and Key Cases 


64,1) RINCE 
ARDNER 








This Beautiful Gift Set Has Gold 
Corners Guaranteed Not To Pull Off! 


It’s made of California Saddle Leather, in russet or 
natural shade—one of the newest and smartest 
leathers on the market. No outside stitches to rip 
or wear, yet “Invisibly Stitched” at four important 
points to prevent pulling apart. The gold corners 
are riveted, and guaranteed not to pull off. All 
Prince Gardner Billfolds may be had with or with- 
out gold corners. 


Prince Gardner Billfolds and Key Cases, Nation- 
ally Advertised in Life, Esquire, and Vogue, are 
made in a wide variety of leathers, to retail from 
$1.00 up. Set illustrated retails at $10.00. 


Ce: Sensational 


New Key Case 


has removable Key 
Loops which lock 
keys in place, yet 
are easily released 
by a push of the 
thumb! 


Send Today for Samples and Prices 


PRINCE GARDNER, Pine St. at 19th, St. Louis 
358 Fifth Ave., New York—36 S. State St., Chicago 
468 King St., W., Toronto, Ont., Canada 


LS LLANE LAELR AE ANE I 
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WATCH FOR THE 
FALL MARKET SHOWING OF 


New Westinghouse 
TRAFFIC APPLIANCES 





10-Cup Coffee Maker 


design 
New handle and base 

facilitate removal of weer 
bowl and lifting p. 8 = + 

from any @ . WwW 

— bowls for easy ceasing 
A smartly styled, fast-selling, 
profitable item. 














..and other smart new appliances 
GET THE 


FIVE FOOT SHELF 


yuee / 


This handsome, practical island dis- 

play and floor selling center is de- ‘4 

signed to hold one each of the new | 
estinghouse Appliances. 

Order a fast-selling assortment of 
these new appliances now—and get 
this “‘Five Foot Shop” without charge. 
See your distributor! ’ 













Westinghouse 


APPLIANCES 
The bine of oatt Reciilance 














the United States by their office at 336 Park Ave., New 
York; Fabriques Movado, represented by Movado Watch 
Agency, Inc., 610 Fifth Ave., New York; Schwob Freres 
& Co., Tavannes Watch Co., represented by Tavannes 
Watch Co., Inc., 608 Fifth Ave., New York; Concord 
Watch Co., represented by their office at 10 W. 47th St., 
New York; Heuer & Co., represented by Jules Jurgen- 
sen Corp., 630 Fifth Ave., New York, and Langendorf 
Watch Co., represented by Harry Rodman, 64 W. 4sth 
St., New York. 

In addition, the following firms who participated last 
year are again taking part: Audemars, Piguet & Co., 
with offices at 15 Maiden Lane, New York; S. A. Louis 
Brandt & Frere, Omega Watch Co., represented by Nor- 
man M. Morris Watch Corp., 608 Fifth Ave., New York; 
Buren Watch Co., represented by R. Gsell & Co., Inc., 
15 W. 37th St., New York; Cortebert Watch Co., repre- 
sented by Elia G. Horowitz, 424 S. Broadway, Los An- 
geles; Eterna S.A., represented by Eterna Watch Co. of 
America, Inc., 580 Fifth Ave., New York; Girard Perre- 
gaux & Co., with offices at 9 Rockefeller Plaza, New 
York; Glycine Watch Factory, Ltd., represented by 
Bayer, Pretzfelder & Mills, 15 Maiden Lane, New York; 
Arthur Imhof, represented by Louis Sickles, Belmar 
Watch Co., 1015 Chestnut St., Philadelphia, and 576 
Fifth Ave., New York, and Charles T. Frisch, 10 W. 
47th St., New York; Invicta, represented by Morris 
Hefiman, Invicta-Seeland, Inc., 580 Fifth Ave., New 
York; Le Coultre, represented by Vacheron & Constantin 
& Allied, 580 Fifth Ave., New York; Meyer & Stiideli, 
represented by Henry Benisch, 311 W. 91st St., New 
York; Mido, Ltd., represented by Ollendorff Watch Co., 
Inc., 20 W. 47th St., New York; Dinhofer Bros., Inc., 
150 Lafayette St., New York; Norman M. Morris, Inc., 
608 Fifth Ave., New York; Arthur Lehman Watch Co., 
209 Post St., San Francisco; Aisenstein-Woronock & 
Sons, Inc., 630 Fifth Ave., New York, and De Frece 
Watch Agency Co., Inc., 48 W. 48th St., New York. 

Also, Ulysse Nardin, represented by Bigalke & Eckert 
Co., 527 Fifth Ave., New York; Nicolet Watch; Patek, 
Philippe & Co.; with offices at 630 Fifth Ave., New 
York; Universal Watch Co.; Schlup & Co., represented 
by B. Lipschutz, 15 Maidén Lane, New York; Vacheron 
& Constantin, with offices at 580 Fifth Ave., New York, 
and Wyler Watch Co., represented by Wyler Watch 
Corp., 9 Rockefeller Plaza, New York. 








YOURS—"THE DIAMOND INDUSTRY IN 1939" 


Each summer Tue Jewexers® _Crrcuiar-Kerysrone 
offers its subscribers a profitable bonus-im,the form of 
Sydney H. Ball’s annual review of.the* didniond indus- 
try. A condensed portion of the 1939 review was pub- 
lished in this publication’s July, 1940, issue. Now the 
entire report has been published in a booklet, “The 
Diamond Industry in 1939.” 

Upon request a copy will be sent, free of charge, to 
any diamond or stone importer, manufacturing, whole- 
sale or retail jeweler, who asks for it upon his business 
letter head. 

“The Diamond Industry in 1939” contains a map 
showing the principal diamond-producing nations and 
the dollar value of their production. Subject matter 
includes fashions in jewels, the effect of the war on the 
jewelry trade, the rough and polished markets, invest- 
ment buying, United States’ imports, the British em- 
bargo, diamond cutting, exhibits and advertising, and 
production by countries. In addition, there is an espe- 
cially timely chapter on industrial diamonds. 
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Combined New York-Philadelphia HAND», 
Gift Show—Rooms 596-8 con %e, wae manana 
% Yo+4 OF TRUE 
ee “eg CCRAFTSMANSHIP 


225 Fifth Avenue ~ SUITE1100 ~ New York City 


In Los Angeles: Russell Morgan Shown at all In Toronto: Hopkin-Morgan Co. 
712 So. Olive Street 





DISTINCTIVE 
CREATIONS 
IN METAL, 
HAND FORGED 
OR IN COLOR. 
EYE APPEAL 
AND PRICE 
BOTH ASSURE 
QUICK RESALE. 





“sen 


‘METAL PRODUCTS CORP. 





major Gift Shows 7 Wellington St., W. 





shift changes color... complete 
* guaranteed : 


: gine turned. ; 





PNorma pencil is a top - 

F writing instrument and © 

- @ top seller. {t writes in ~ 
it colors and writes profits i 
Iny man's language. Insian 


Spode cuersea_caroen 


(BONE CHINA) 


New, beautiful display cases 4 
carry complete assortment. fm- — 
pressive magazine advertisin 
sells Norma to your customers. 
Write for descriptive circul 
Retails from $1.50 to $10.00, 

Also made in 14 karat so! 

natural, green, plain 


Spode advertising and Spode literature 
help you to sell Spode dinnerware. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave., New York 
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Convoys for Swiss Watches and Demobilization 
Of Factory Workers Hearten U. 8. Importers 





Barring a German invasion of Portu- 
gal, the flow of Swiss-made watches to 
this country bade fair last month to re- 
turn to something like normal propor- 
tions, as the Swiss army began to de- 
mobilize and workers to return to the 
factories, and convoyed railroad service 
was inaugurated between Geneva and the 
Spanish border. 

The Gonrand Shipping Co., which has 
offices at 21 State St., New York, an- 
nounced arrangements for the plan to 
deliver goods to Lisbon under convoy. 
The first watches, watch movements and 
watch parts, to be shipped from Switzer- 
land under these arrangements, left 
Geneva, with other merchandise, in an 
eight-car train, protected by a Swiss 
civil or military guard. 

At the Spanish border, the goods must 
be unloaded and transferred to the 
wider-guage Spanish railroad, to connect 
with a ship of the American Export 
Line, leaving Lisbon every Thursday for 
New York. Similar train convoys are 
to be organized each week, or even daily, 
if the first shipments are handled satis- 
factorily. 


Service to Lisbon Expands 

Formerly, since the collapse of France, 
merchandise had been flown from 
Switzerland to Lisbon. 

The American Export Line has as- 
signed four vessels to the New York- 
Lisbon run, after they had withdrawn 
them from the New York-Mediterranean 
service following Italy’s entry into the 
war. 

Relieved that Switzerland apparently 
will not be occupied by Germany and at 
the resumption of production schedules 
in the Swiss factories, American import- 
ers of watches were concerned last 
month over the possibility of the Nazis’ 
invading Portugal, England’s oldest 
ally. Such a turn of events would close 
Portugal to American commerce, under 
the Neutrality Act, and perhaps leave 
only a long and roundabout route 
through Asia open to shippers. 

“Just another headache” was the way 
importers described a Swiss government 
decree that advanced, on July 1, the 
price of movements by 8 per cent, of 
complete watches by 10 per cent, and of 
dials and parts between 8 and 12 per 
cent. It was thought probable that these 
additional costs would be absorbed by 
the importers, with little if any increase 
in the retail selling price resulting from 
the Swiss ruling. 


Large Reserves Imported 

Imports of watches, movements, jewels 
and parts of watches during the first five 
months of 1940 are estimated by the 





Commerce Department Specialties Divi- 
sion at $4,410,088, compared with $2,517,- 
770 for the corresponding period of 
1939, an increase of more than 75 per 
cent. 

The Department reported that imports 
from Switzerland during the period under 
review amounted to $4,386,502, or 75.4 
per cent more than the corresponding 
period of 1939. During the first five 
months of 1940, the report said, watches 
and movements imported totaled 1,179,- 
670, valued at $3,302,364. Of these, there 
were 1,176,376 units, valued at $3,297,329, 
coming from Switzerland, an increase of 
64.4 per cent in number and 52.7 per 
cent in value over the corresponding 
period of 1939. 

Total imports of jewels for watches 
and other instruments were valued at 
$665,192 for the first five months of 1940 
and 254,329 dollars for the corresponding 
months of 1939. Switzerland supplied 
98.3 per cent of these imports, an in- 
crease of approximately 161 per cent 
over the 1939 period. Watch parts im- 
ported during the period under discus- 
sion were valued at $442,532, of which 
$435,012 came from Switzerland. During 
the corresponding period of 1939 imports 
were valued at $273,497, with $266,170 
worth from Switzerland. 





Price Advertising of Repairs 
Banned by Terms of Legislation 
Proposed by California R.J.A. 


A proposed bill, intended for intro- 
duction at the 1941 session of the Cali- 
fornia legislature, which would ban all 
mention of price in watch repair adver- 
tising, was the principal matter of busi- 
ness at a meeting of the directors of the 
California R.J.A., held at Fresno, 
June 30. 

The proposed bill defines repairs, in- 
cludes a definition of jeweler-watch- 
maker and service tradesman, and is all- 
embrasive regarding advertising me- 
diums. If this progressive measure is 
passed it will undoubtedly spur the ef- 
forts of jewelers in other states to ob- 
tain similar remedial legislation for the 
evil of price advertising, which is drag- 
ging down both jewelers’ profits and 
watchmakers’ wages. 

Another equally important matter 
under consideration was the formation 
of a council of retailers and wholesalers 
for the purpose of planning a program 
to combat the catalog-distributing, in- 
dustrial jobber. The first meeting will 
probably be held at a convenient point, 
possibly Fresno, during the latter part 
of August. 
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Providence Spares Roesslers 
In Automobile Accident 


Lady Luck was certainly riding with 
Ralph Roessler, able president of the 
National Association of Credit Jewelers, 
and Mrs. Roessler, on the night of July 
17, when their auto was almost totally 
wrecked in a collision at Fort Wayne, 
Ind. From the appearance of the auto 
it would seem that they were most for- 





What was left of the Roessler car 


tunate to escape as lightly as they did, 
with Mr. Roessler sustaining a fracture 
of the upper left arm and chest injuries, 
and Mrs. Roessler suffering a badly 
wrenched leg. Both are now getting 
along nicely, and Mr. Roessler expects 
to have his arm placed in a cast in about 
a week and hopes to be able to wield the 
gavel at the sessions of his association, 
in New York, the week of Aug. 26. Ralph 
is not allowing his injuries to interfere 
with his many duties incident to the 
forthcoming jewelry trade conclave and 
is carrying on from his bed in the 
Marion, Ind., hospital, where Mrs. Roes- 
sler is also a patient. 





De Beers’ Head Visiting America 


Sir Ernest Oppenheimer, chairman of 
the Board of De Beers Consolidated 
Mines and Associated Companies, is mak- 
ing a brief visit to the United States. 
He arrived in New York, where he is at 
present staying, about two weeks ago 
and is expected to remain here for two 
to three weeks longer. 

In an interview with a representative 
of Tue Jeweters’ CircuLar-Keystont, 
Sir Ernest declined to make any state- 
ment for publication at the present time, 
stating only that his mission in this coun- 
try is more or less experimental in pur- 
pose and that until the situation is more 
clearly defined he prefers not to be 
quoted. Tue Jewerers’ Crmcurar-Ker- 
STONE will advise its readers as soon 8 
any facts are available for publication. 
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Drive Starts to 
List Watchmakers 
For Defense Program 


No cog is more vital in any program 
of national defense than the highly 
skilled mechanical experts upon whose 
unique abilities depends the production 
of the precise and intricate equipment so 
essential in modern warfare. Present 
day airplanes, for example, must have 
for their operation instruments of a pre- 
cision and accuracy that only men whose 
minds, eyes and fingers are accustomed 
to dealing with small and_ intricate 
mechanical parts of high accuracy can 
manufacture and assemble. 

Since no one class of men is better 
equipped with such skill than watchmak- 
ers, members of the craft will undoubt- 
edly play an important part in the pre- 
paredness activities which loom so large 
in the nation’s life at the present time. 

To help in making readily available 
the services of the men whose specialized 
abilities may prove so highly important 
a factor in safeguarding America, both 
of the national horological associations 
are taking preliminary steps toward 
registering the watchmakers throughout 
the country with data as to the experi- 
ence, mechanical skill and special abili- 
ties of each. Such a roster may be of 
incalculable value to the country in the 
present state of world affairs. 

The United Horological Association 
has prepared and is distributing a ques- 
tionnaire intended to bring out the es- 
sential facts from which to compile a 
register in which each watchmaker will 
be classified acording to his individual 
qualifiations including executive,  re- 
search and instructional abilities. 

Emphasis is laid on the fact that there 
is no obligation or cost to the registra- 
tion and that the roster will be kept 
strictly confidential, being used only to 
put the War Department or industry in 
touch with men of the needed abilities 
in the event that need arises for their 
services. 

All members of the U.H.A. will auto- 
matically receive the questionnaire which 
they are requested to fill out and return. 
All other watchmakers who are interest- 
ed in rendering a patriotic service by 
insuring that their talents will not be 
wasted in less skilled work are invited 
to secure copies of the questionnaire 
either from the various local guilds or by 
writing to the national headquarters of 
the United Horological Association, 3226 
E. Colfax Ave., Denver, Colo. 


instructional Talents Checked 


The Horological Institute of America 
is proceeding along somewhat different 
lines. It is that association’s view that 
something more than a questionnaire 
filled out by the recipient himself is 
needed to establish that individual’s 
abilities and to give him accurate and 
dependable rating. Hence the H.I.A. is 
endeavoring to work out with various 
governmental bureaus a procedure which 
it believes will meet these requirements. 
Among other things, it includes the re- 
sults of the examinations for certified 
and junior watchmakers which have 
been conducted for many years by the 
H.I.A. as a result of which it already 
has on file data for the grading of ap- 
proximately three thousand watchmak- 
ers. 

It is now endeavoring to work out a 
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RETAIL JEWELRY SALES MAP FOR JULY |, 1940 


BH NON-REPORTING STATES 
A INSUFFICIENT DATA 





Wis. 4 / 1 
+68) (miCH.) 


HE accompanying map shows in percentages how independent jewelry store sales during June, 1940, 
compared with business done in June, 1939. On the basis of reports from 812 stores in 34 states, the 
amount of business done in June, 1940, was 7.6 per cent greater than that of June, 1939, and 1.9 per 


cent greater than that of May, 1940. 


Standing at 148.8, THE JEWELERS' CIRCULAR-KEYSTONE'S Index of Retail Jewelry Sales indicates 
that June was the best June for the nation's jewelers since 1930. The index stood at 138.2 for June, 
1939; 120.4 for June, 1938, and 144.9 for Juhe, 1937. 

With the exception of California, all of the states where the Current Statistical Service's sales-re- 
porting program has a sufficiently large group of jewelers reporting to avoid disclosing individual 
operations, enjoyed larger sales during June than during the same month a year ago, headed by Illinois 
with an increase of 18.7 per cent, Oregon with jewelers’ sales uo 18.6 per cent, and Texas, where 


jewelers’ business averaged an improvement of 17.8 per cent. 


Other bright spots were South Caro- 


lina, Alabama, Colorado and Washington, all averaging gains of 10 per cent or more, compared with 


June, 1939. 


For several cities, percentage changes follow, June, 1940, being compared with June, 1939: Chicago, 
plus 33.6 per cent; Los Angeles, minus 7 per cent; St. Louis, plus 9 per cent; Portland, Ore., plus 20.7 
per cent; San Francisco, minus 13.9 per cent, and Seattle, Wash., plus 14.6 per cent. 
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WHOLESALE JEWELERS’ SALES, INVENTORIES, CREDITS AND 
COLLECTIONS, JUNE, 1940 


End of Month Inventories 


Total Accounts Receivable 
Collection 


Sales % change lo Ci 
% change June 1940 from No. of percentages* June 1940 from 
No. of June 1940 from No. of 
firms re- June May firmsre- June May firms re- June June May June May 
porting 1939 1940 porting 1939 1940 porting 1940 1939 1940 1939 1940 
G..S Fated...... 42 +11.2 —14.2 21 +4.9 +1.8 35 21 27 21 +165 +5.8 
Middle Atlantic.12 +21.5 — 7.1 7 +7.1 —2.1 10 2 49 25 + 7.9 +1.6 
East North 
Central ....... 14 +41.3 —20.0 7 —0.8 +2.2 12 20 25 21 +20.4 +7.8 
West North 
Central ....... 5 — 45 —22.0 a 38 42 3% +23.6 0.0 
South Atlantic... 4 +17.1 —14.3 
GUE édoncasss 4 + 16.2 — 3.4 





formula which will establish not only 
skill at the bench but executive, research 
and instructional ability. 

Further announcement of the details 
of the plan will be made as soon as 
these preliminary steps have been com- 
pleted, which is expected to be in the 
very near future. 
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Arkansas Diamond Field Optioned 


Stockholders of the Arkansas Dia- 
mond Corp., meeting last month in Rich- 
mond, Va., are reported to have optioned 
their property, near Murfreesboro, Ark. 
—idle since 1920—to Ray E. Blick of 
Chicago. If he decides to buy after 
two years’ tests, Blick will pay $175,000. 


SF ie eee oy eee 








U.H.A. Fights Cut Price Repair Ads; 
Seeks Views of All Members 


Following up the resolution adopted 
by the U. H. A. at its annual convention 
in Cleveland a few weeks ago, condemn- 
ing the acceptance by a certain jewelry 
trade paper of cut-price advertising of 
watch repairs, the association has dis- 
tributed to its entire membership a 
questionnaire in which members are 
asked to state their own individual views 
on the subject and the reasons for them, 
based on their own experience. 

It is felt that in view of the action of 
the publisher in question, who contends 
that there is nothing improper about his 
accepting and publishing such adver- 
tisements, a complete poll of the mem- 
bers will help to make clear the injury 
done the craft by this sort of competi- 
tion. The results from this question- 
naire should establish the actual facts of 
the case which must necessarily outweigh 
mere opinion. 





Vargas, Jonker Diamonds on Display 
During Two Trade Conventions 


Jewelers attending the ANRJA- 
NACJ conventions will have the unusual 
privilege of seeing at close hand two of 
the world’s greatest diamonds. Identifi- 
cation cards may be obtained at the 
registration desk at the convention, 
which will admit legitimate members of 
the trade to the office of Harry Winston, 
620 5th Ave., where the uncut President 
Vargas, of 726.6 carats, and the No. 1 
Jonker stone (polished) of 125.35 carats, 
will be on display. 


Officers recently elected by the St. 
Joseph, Ind., Valley Watchmakers’ 
Guild, at its organization meeting, at 
South Bend were: Otto J. Lang, presi- 
dent; Glen V. McCray, vice-president; 
Ted Miloserny, secretary, and Kenneth 
K. Clauser, treasurer. 
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Silver Anniversary Marked 
By New Hampshire R.J.A.; 
Two Orgunizers Are Guests 


The silver anniversary of the New 
Hampshire R.J.A. was observed at the 
annual convention, held June 25 and 
26, at Wentworth-by-the-Sea, with q 
proximately 250 jewelers, wholesalers 
manufacturers, and_ their representa. 
tives, and guests attending. Silver wag 
the color scheme, being used in invita. 
tions, programs and souvenirs, which 
were handsome little sterling nut dishes, 
Even the dark storm clouds had their 
silver linings, for the bad weather which 
kept everyone indoors fostered social ip- 


tercourse. The second day was given 
over entirely to indoor and _ outdoor 
sports. 


Guests of honor were Henry Arnold, 
of Boston, and Charles T. Evans, 
ANRJA secretary, of New York, who 
helped organize the association, and have 
been consistent boosters. 

The national association was _ also 
represented by William G. Thurber, 
Providence, regional vice-president, who 
recounted the activities of the parent 
body; William D. McNeil, New York, 
past president, who gave an account of 
the many phases of the jewelry in- 
dustry publicity campaign which he 
directs, and Wilson A. Streeter, a mem- 
ber of the Tax Committee of ANRJA 
who commented on prevailing national 
conditions. Other speakers were Col. 
William H. Bright, Boston, vice-presi- 
dent of the United Horological Asso- 
ciation, and Harold S. Gardner, New 
York, representing the Jewelers Security 
Alliance. The business sessions were 
conducted by Robert DeMontigny, retir- 
ing president. 

A highlight of the annual banquet was 
the presentation of a banjo clock to Mr. 
DeMontigny, in recognition of his ser- 
vices, and the presentation of a silver 
bowl to Mr. and Mrs. DeMontigny in 
recognition of their tenth wedding anni- 
versary. Bartley J. Doyle, Philadelphia, 
filled his traditional role as master-of- 
ceremonies. <A floor show followed the 
dinner. 

Officers elected for the year are: Leon- 
ard H. Vancore, Colebrook, president; 
Marjorie A. Noury, Manchester, vice- 
president; and Mrs. Addie Fisk Goodell, 
Epping, reelected secretary-treasurer for 
the 13th consecutive term. The execu- 
tive committee is composed of Mr. De- 
Montigny, Charles W. Hatch, Claremont; 
Joseph A. Malloy, and Elmer E. Cole, of 
Portsmouth, and Mrs. Harry L. Coburn, 
of Hanover. 

A resolution pledged the association 
to cooperate with the government in the 
present defence program. It read in 
part: “We realize that services required 
in connection with war industries will 
divert from their usual occupations, men 
now employed in manufacturing and re- 
tailing establishments, and pledge our 
complete cooperation, individually and 
collectively, as may be required or re- 
quested, and will encourage all others to 
be similarly cooperative.” 





Minnesota Guild Outing 


All wholesalers and jobbers, as well as 
watchmakers, will be welcome at the 
annual picnic of the Southwestern Minne- 
sota Watchmakers Guild, at Ramsey 
State Park, Redwood Falls, Minn., on 
Aug. 11. The Guild’s membership is al- 
ready over the 50-mark with a member- 
ship drive still under way. 
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9-13 Boston Gift Show 





CALENDAR OF COMING EVENTS 


AUGUST 
9-Aug. 9 Chicago Gift Show Palmer House Chicago 
ay ‘cans R.J.A. convention Buccaneer Hotel _ Galveston 
19-23 New York-Philadelphia Gift Show Hotel Berj. Franklin Philadelphia 
26-30 ANRJA & NACJ conventions and Waldorf-Astoria Meise. Veoh 
joint trade show 
SEPTEMBER 
Hotel Statler Boston 








Government Foreign Silver 
Buying Policy Continues 
As Opposition Bill Fails 


Opposed by the New Deal admin- 
istration, efforts to prohibit further gov- 
ernment purchase of foreign silver have 
been frustrated, at least for the vresent 
session of Congress. By a vote of 46 to 
35 the Senate, on June 18. knocked out 
an amendment offered by Senator Town- 
send, Republican, of Delaware, to repeal 
that part of the Silver Purchase Act of 
June, 1934. authorizing the President 
and the Secretary of the Treasurv to ac- 
quire the metal from abroad. The act 
does not fix the price for imnorted sil- 
ver. It is arbitrarily set by the Secre- 
tary of the Treasurv as a so-called “un- 
derpinning for stabilization.” 

At present the wvrice. which controls 
the price naid by the silver manufactur- 
ing industry, is 35 cents per oz. Pur- 
chases aggregate 2,000,000 oz. Defeat of 
the Townsend amendment consequently 
means that the industry will get no re- 
lief from production costs. The Town- 
send amendment would not affect the act 
as it relates to the purchase of domestic 
silver, the price of which under legisla- 
tion, effective July 5, 1939. was set at 
71.11¢c. Senator Townsend denied charges 
made on the Senate floor that his amend- 
ment was preliminary to ending govern- 
ment purchases of domestic silver. The 
amendment was incorporated as a rider 
in the tax bill, which passed the Senate 
on the day the amendment was defeated. 

A separate bill by Senator Townsend, 
identical with the defeated amendment, 
is in a pigeon-hole of the House Com- 
mittee on Ways and Means. It will lie 
there undisturbed. 

Senator Robert A. Taft, Republican, 
of Ohio, recalled that in previous debate 
it had been stated that silver is intrinsi- 
cally worth 35c. an oz., or substantially 
that amount, and that there would be no 
substantial reduction in price or, if so, 
only a few cents. Therefore, he said, he 
could not quite see why discontinuance 
of the purchase of silver would have any 
such revolutionary effect as predicted 
upon Mexican finances and why the sil- 
ver which Mexico produces would not be 
worth substantially as much as before, 
without forcing this country in the posi- 
tion of issuing silver certificates and in- 
flating the currency for the purpose of 
carrying out the purchase. 


Miss Thompson Leaves Bradley 
After 48 Years of Service 


Hundreds of graduates of the Bradley 
Polytechnic Institute scattered through- 
out the country, will learn with regret 
that a regular landmark of the Institute, 
so to speak, is no longer there. Miss 
Mary E. Thompson, of 2017 Main St., 
Peoria, Ill., after 48 years of exacting 
work, handling hundreds of thousands 
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of tiny parts for watches and jewelry, 
was retired recently from the horology 
school staff. Miss Thompson was actually 
on the campus before the school, for she 
came to Peoria in 1892 as a member of 
Parsons Horology School, with Mrs. Ly- 
dia Moss Bradley, who in 1897 founded 
Bradley Poly. 





Miss Thompson had been in charge of 
the material room, where thousands of 
parts and tools are kept. She supervised 
15,000 kinds of parts, totaling 200,000 
separate items. The average watch has 
238 parts, and Miss Thompson had to 
learn to know the use and name of each, 
and where to find them. Her successor 
is Robert Mintmier. 

A dinner and a gift of money were 
given to Miss Thompson and Chester E. 
Davis, a member of the maintenance de- 
partment, retired after 16 years’ service. 


New Sales Head for Benedict 


Frank E. Quinn, who was a director 
and sales representative of the Homan 
Mfg. Co., of Cincinnati, O., for the past 
28 years, has taken the position of sales 
manager with the Benedict Mfg. Co., of 
East Syracuse, N. Y. 








Mr. Jeweler: 


WILL YOU MAKE THIS TEST? 


TRY 


THESE 334 


HARVEL* WATCHES, 
THEN SEE WHAT 


HAPPENS! YOU'LL 
BE TICKLED WITH 
ere RESULIS....! 





*Harvel is nationally advertised in Saturday Evening Post, Life, Collier’s, Photoplay 


HARK VEL 


In 17 jewels to retail from 
$19.75 to $100, others up to 
$2,500. Accuracy and style 
in every price range. 


America Dittnguihed fimgpicce 


HARVEL WATCH COMPANY — Rockefeller Center, New York 


Western office: Panama Building, Portland, Oregon 


























Maximum 
ASSURANCE OF ACCOMMODATIONS 
AT THE Minimum RATE! 


Travel-wise visitors to New York know that 


there is one place to stop where you can ask | 


for—and get— a minimum rate room... and 
it’s The Lexington! Here, 400 outside rooms 
with combination tub and shower bath, circulat- 
ing ice water, and four-station radio—one-half 
of the entire hotel — are always available at 
$4.00 per day so you have maximum assurance 
of accommodations at the price you want to pay. 
You are also assured of the kind of service you 
like — for The Lexington is 


recognized everywhere as “New = sian 
York’s Friendly Hotel’! Let us Su 


welcome you as a guest! 


Hele Leringlon 


CHARLES E. ROCHESTER, Vice-Pres. & Mng. Dir. 


LEXINGTON AVE. at 48th ST., NEW YORK 
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200 at Kansas Watchmakers 
Second Annual Meeting 


More than 200 persons attended the 
second annual convention of the Kansas 
State Horological Association, June 23, 
at Salina, Kans. This association organ- 
ized in May, 1939 stands in second place 
among all state associations affiliated 
with the U.H.A. in the number of mem- 
bers, being topped only by the Connecti- 
cut Horological Association. 

The following officers were reelected: 
P. E. Loomis, Newton, president; Dale 
Berthelson, Dodge City, vice-president; 
H. D. Howard, Wichita, treasurer; and 
D. A. Wells, Hutchinson, secretary and 
national trustee. 

There were addresses by Orville R. 
Hagans, U.H.A. executive secretary; 
Howard C. Rhea, president of the To- 
peka Guild; V. C. Meador, president of 
the Hutchinson Guild, and George Wild, 
dean of the Horological department of 
Bradley Polytechnic Institute, Peoria, 
Ill. Roy Bailey, editor of the Salina 
Journal was the speaker at the banquet. 





Advanced Gem Students Study 


Advanced students and graduates of 
the Gemological Institute of America re- 
cently completed two weeks of intensive 
study and laboratory instruction at Los 
Angeles headquarters. 

This advanced laboratory class is an 
annual invitational event, open only to 
Certified Gemologists or students who 
are within six months of completion of 
their courses, and who have maintained 
a high scholastic average on ecxamina- 
tions and weekly assignments. 

Robert Shipley, Jr., head of the Edu- 
cation and Research Department, was in 
charge of sessions, and was assisted by 
Thomas Clements, Ph.D., head of the 
Geology Department at the University of 
Southern California, Louis J. Regan, of 
California Institute of Technology, Mrs. 
Lala Penha, C.G., F.G.A., and Richard 
Liddicoat, M.S., of the University of 
Michigan. 

Nine students accepted the invitation: 
Lovell Baker, C.G., Henry Birks & Sons, 
Ltd., Montreal, Canada; Juell Bie, 
Brooklyn, N. Y.; Leo Gardner, Los An- 
geles; Heywood Macomber, and Guy 
P. Newcomb, Shreve, Crump & Low 
Co., Boston, Mass.; Victor Paul, Wiss 
Sons, Inec., Newark, N. J.; Sardha Rat- 
navira, Colombo, Ceylon; Montgomery C. 
Reed, Hodgson, Kennard & Co., Boston 
and Arthur Muller, J. R. Wood & Sons, 
Brooklyn, N. Y. 

Two weeks of carefully planned study 
were broken by a visit to the blue topaz 
mine operated by J. W. Ware, C.G., San 
Diego jeweler. The highlight of the two- 
week session was the identification, on 
the last day, of 50 unknown stones. 


Campers Vie For Jeweler's Awards 


Repeating a custom he started last 
year, William Savitt of Savitt, Inc, 
jewelers, of Hartford, Conn., will again 
give two wrist watches a week to Camp 
Courant, operated by the Hartford 
Courant, to be awarded to the most co- 
operative boy and girl at the camp. Mr. 
Savitt, or “Bill” as he generally is 
known, has been a generous friend of 
the camp for more than 18 years, Every 
year he presents medal and cup awards 
to the best baseball team in the Camp 
Courant league, and he has shown an ac- 
tive interest in the camp activities. 
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NEW YORK 


Charles W. Tagg is now associated 
with William Engel, jeweler at 87 
Nassau St. ; 

; Crystal Watch & Jewelry Co., import- 
ers, announce their removal to 580 5th 
Ave., New York. 

N. S. Gorn, manufacturer of diamond 
jewelry at 62 W. 47th St., was celebrat- 
ing his 25th anniversary in business, last 
month. 

Cowen Bros., manufacturers of leather 
watch straps, have taken larger quarters 
in 116 Fulton St., where they occupy the 
entire second floor. 

q Irving A. Katzman, metropolitan sales- 
man for the W. A. Sheaffer Pen Co., was 
month <A 

to Mrs. 


last 


passing the cigars 
born 


daugther, Amy, was 
Katzman on June 29. 
q Aaron Sverdlik, of Robinson & Sverd- 
lik, gem dealers, is now on a seven- 
weeks’ motor trip of the United States. 
being accompanied by his wife and 
daughters. He expects to return about 
the middle of the month. 

q J. R. Wood & Sons, Inc., will increase 
its present gem-testing equipment and 
include such service among many others, 
upon the return of Arthur W. Muller, of 
the firm’s diamond department, who at 
present is pursuing a special post grad- 
uate course of study at the Gemological 
Institute of America, in Los Angeles. 
Upon the completion of this course Mr. 
Muller will be awarded his Certified 
Gemologist degree. 

q Benjamin Mellenhoff, well-known ho- 
rologist, who had been associated with 
Marcus & Co., as head of the watch re- 
pair department, for the past twelve 
years, opened his own store, in the arcade 
at 730 5th Ave. on August 1, dealing 
only in watches, clocks, watch accessories 
and watch repairs. Before joining Mar- 
cus & Co., Mr. Mellenhoff spent eight 
years with Black, Starr as foreman of 
the watch repair department, and previ- 
ously was with the Hamilton and 
Howard watch companies and Bigelow. 
Kennard, of Boston, and Cowell & Hub- 
bard Co., Cleveland. 

q The following resolution was adopted 
at a meeting of the executive committee 
of the Jewelers Security Alliance on 
July 23: “The Jewelers Security Alli- 
ance expresses deep regret at the pass- 
ing of its former president, Frank T. 
Sloan, on July 6. Mr. Sloan served as a 
member of the executive committee, as 
vice-president and as president for many 
years. He was also active as a member 
of the finance committee and gave un- 
stintingly of time and work to the Al- 
liance. His keen intelligence and genial 
disposition endeared him to his co-work- 
ers in the Alliance and his presence and 
advice will be sadly missed.” 

q Ross A. Baer, legal counsel to the Ex- 
ecutive Board of Retail Jewelers Asso- 
ciations of Greater New York, and the 
Associated Credit Jewelers of New York 
and New Jersey, was back at his desk, 
last month, after a spell in the hospital 
for an infected upper lip. It gave Ross 
the excuse for the moustache which he 
has been sporting. He promises to re- 
move that decoration at the earliest pos- 
sible moment. The editors of this journal 
on hearing that Mr. Baer was in the 
hospital, were relieved to find that he 
was not confined from shock as a result 
of shooting a hole-in-one, on June 29, on 
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the 17th hole of the Saxon Woods course. 
Ross says he has witnesses to attest to 
the veracity of his claim. 

q The House of Jewels, one of the most 
popular attractions at the New York 
World’s Fair, having been visited by mil- 
lions during the past two summers, has 
been donated to Flushing Meadows Park, 
beautiful city park which will take the 
place of the exposition, when it ends this 





Fall. The acceptance of this compara- 
tively small but permanently-constructed 
edifice was announced about a week ago 
by Park Commissioner Robert Moses. | 
The generous offer of this $85,000 build- 
ing to the city was made by Kenneth I. | 
Van Cott, director of the House of 
Jewels, in behalf of DeBeers Consoli- | 
dated Mines, Ltd., and the five large 5th | 
Avenue retail jewelry stores participat- | 
ing in the gem and precious metals ex- | 
hibition. 


Frank T. Sloan Dies 


Frank T. Sloan, president of Sloan 
and Co., manufacturing jewelers, 15 
Maiden Lane, New York, died Saturday, 
July 6, after a brief illness, in the Muh- 
lenberg Hospital, Plainfield, N. J. 

Mr. Sloan entered the jewelry business 
upon completion of his studies at Adel- 
phi College, Brooklyn, N. Y., first serv- 
ing the former manufacturing jewelry 
firm of Carter, Sloan & Co., by whom he 
was engaged from 1887 to 1891. In 1891 
Mr. Sloan affiliated with the John A. 


The late Frank T. 
Sloan, manufactur- 
ing jeweler, who was 
prominent in metro- 
politan and national 
jewelers’ activities. 





Riley & Sloan Co., who in 1896 adopted 
the trade name of Sloan and Co. For- 
mer treasurer of that company, Mr. 
Sloan ascended to the presidency upon 
the death of his father in 1922 and re- 
mained a director and its active head 
until the time of his recent death. 


Mr. Sloan was also active in many of 
the leading organizations within the in- 
dustry to which he had devoted all the 
years of his business career. A former 
director of the Jewelers Board of Trade, 
vice-president of the Jewelers’ Protec- 
tive Union, Mr. Sloan also more recently 
served as president of the Jewelers’ 
Security Alliance of the United States. 
A member of the Maiden Lane Histori- 
cal Society, the Jewelers 24-Karat Club 
and the Cranford Golf Club, now the 
Echo Lake Golf Club, Mr. Sloan was a 
past president of the two latter organi- 
zations. Formerly an active golfer, he 
also found recreation in fishing, a sport 
he fondly pursued. He was a member 
of the Episcopal Church. 


Surviving are two sisters and a half- 
brother, all of Cranford, N. J. 
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IMPORTERS - CUTTERS - POLISHERS 
Precious, Semi-Precious Stones 





87 Nassau St., N. Y. 








BArclay 7-7245 | 








Diamonds, Pearls, Precious, 


Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 
71-73 Nassau Street, New York 


Orders for Jobbing Stones and Lapidary 
Work Carefully and Promptly Filled 





eContracts @ Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER CO.—370-7th Ave., N.Y. 





ENCRUSTERS 


STONE RINGS ENGRAVED 
@ ORILLERS 


@ CRESTS 

@ COATS-OF-ARMS @ GEM CUTTERS 
@ SCHOOL AND FRATERNAL EMBLEMS 
Bstimates furnished without obligation 


BRAUNFELD & MEHLMAN 


108 Fulton St. New York, N. Y. 





, Whitelaw Brothers 3% 
DIAMONDS 
x 


48 West 48th St., New York, N. Y. 








BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 
12 John St., New York City 








SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 








Grarr, WasHsBouRNE & DuNN 
FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 


142 WEST 14th STREET 
NEW YORK 











“QRIENTA” 
CULTURED PEARLS 
of QUALITY 


4 . $- a 
U4 PIAL ALLS 4 0 
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REMEMBER! 


THE CONCAVE-CONVEX FORM OF 


SANDSTEEL 


CROSSCURVED MAINSPRINGS 


GIVES THEM MORE POWER 
AND 
RESILIENCE 
IN U. S. A. 


LASTING 
PATENTED—MADE 


WATCH-MOTOR MAINSPRING CO., Inc. 


145 HUDSON STREET. NEW YORK, 








DIAMONDS 


Specializing in stones of superior quality. 
Reliable and efficient service. Cutting 
diamonds since 1911. 


Fred. F. Schwartz 
| West 47 St. N. Y. C. 











“JADE” 
“The Gem Of Ages’’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


CHINESE GEMS Co. 


20 West 47th St. New York 











Cultured Pearl Necklaces 
JADE 


Inquiries promptly answered. 


STAR SAPPHIRES 
STAR RUBIES, ZIRCONS 
MARCASSITES 
Reasonably priced. 

FRIEDMAN GEM CO., INC. 
71 Nassau St. 








o PATENT YOUR IDEAS 


send a Sketch or Model 
of your invention for 


Hlolahke 

CONFIDENTIAL 
ADVICE /iz% TOR 

FREE Streensure SENT ATOR! 


U. S. Pat. Off. records searched 
for ANY Invention or Trade Mark 





















New York, N. Y. 














KAPPEL IS HOST AT BUSCH, KLARK, HOWARD AND KAPPEL STORES' OUTING 


William J. Kappel, Pittsburgh, operator of the ten Busch Kredit Stores and two Klark Klothes 
stores of New York; the Howard Jewelry Co., Buffalo; the four Busch Jewelry Co. stores in Chicago, 
and the three Kappel Kredit Co. Stores in Pittsburgh, is shown surrounded by a few of his employees 
when he played host at an outing, on July 14, at Pittsburgh. The feature of the day was a baseball 
game in which the baseball team of the Busch Kredit Jewelers of New York, defeated the Kappel 
Killers of Pittsburgh, 7 to 3. The New Yorkers' victory was heightened by the fact that they had 
been riding most of the night in three autos, one of which lost a wheel while going down over the 
mountains in Pennsylvania, holding up the party. 

Mr. Kappel himself held down the first base sack for the first few innings until he was relieved 
by a “young blood."' Harold V. Busch, head of the New York organization, coached his team to 
victory. He warned his players to bring back the trophy which the Pittsburgh team had won from 
them last year, or else!—They did. 

The New Yorkers were entertained right royally at the picnic at North Park. There was radio 
and stage entertainment, dancing with music by one of the Smoky City's leading orchestras, and 
refreshments all day long. 

Those in the picture, are: Seated, from left to right, Michael Grimaldi, Busch Broadway, New York; 
Irving Jacobs, Busch Fulton St., New York; Harvey Dunn, manager of Busch Fulton St., and captain of 
the team; Al Stevens, Busch Fulton St.; Mr. Kappel; Mrs. Jack Rese, wife of the manager of Busch 
125th St., New York; Sam D. Clarke, of W. J. Kappel & Co., and manager of the Pittsburgh team; 
Max Waxman, Busch Fulton St., and Martin Bateman and Louis J. Anthony, of Busch 125th St.; 
Standing, Robert Price, Busch I5th St.; Edward Kappel, East Liberty, Pa.; Jack Rose, manager of the 
New York team; Ray Ripper, of W. J. Kappel & Co. and captain of the Pittsburgh team; Sam Korn- 
sweet, Klark's Klothes 125th St., New York; Howard Duysters, Howard Jewelers, Buffalo; Floyd J. Cross, 
W. J. Kappel & Co., and John Kappel and daughter, Pittsburgh. 


retiring president, was voted a life mem- 
bership. 


Hamilton Watch Employees 
Start Retirement Plan 


Anxious to supplement their Social 
Security retirement benefits, 99.6% of 
the Hamilton Watch Company’s em- 
ployees signed up for their own Co- 
operative Retirement Annuity Plan. 
The plan, which went into effect on 
July 1, affords all employees at 65 years 
of age an income which, added to the 
governmental benefit, should assure 
those with service records a comfortable 
standard of living during retirement. 

The eager acceptance of the plan, 
which emphasizes continuity as well as 
length of service, was hailed by com- 
pany officers as added assurance of Ham- 
ilton’s stabilized employment. Recog- 
nizing that deft manual skill, so essential 
in watchmaking, rests on years of close 
association with a specific operation, the 
management sees the work of a more -- 
content, secure employee reflected in a 
constantly improved product. 





OMEGA 
THE WATCH OF WORLD 
| PRECISION RECORD 
DISTRIBUTORS 
NGRMAN M. MORRIS 
WATCH CORP. 
| 608 Fifth Ave. New York 











LADIES’ PLATINUM MOUNTINGS 
Solitaire—Wedding—Star—Sapphire— 
Fancy Shaped Rings 


Gents Gypsy Rings in Plat. and 
Gold for Stars or Diamonds 


JOSEPH A. RICH 
Mfrs. of Platinum & Gold Jewelry 
62 W. 47th St. New York City 




















OecrnA 
and Boudoir Clocks 


Case Service 
New York 


New Jersey Watch Men Elect 


Harrv Van Laar. of Busch & Sons. 
Inc., Newark jewelers, who was elected 
president of the Watchmakers Associa- 
tion of New Jersey, at the state conven- 





Specializing Traveling 
Also complete Leather 
119 Wee {th oc - 




















RCH CROWN TAGS 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 











tion in Elizabeth, on July 11, announced 
that efforts would be forced to obtain 
watchmaker licensing in Jersey. 

Others elected to office were: Walter 
Rentner, of Croasdale & Engelhart, 
Trenton; William C. Smith, of Busch & 
Sons, secretary -treasurer, and James 
Hoffmeier, of G. E. Taylor, Plainfield, 
national trustee. George J. Doehrman, 
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PROFITABLE 
BRORZE HE 
MADE BY You! 
waive ror FULL SIZE, ORIGINAL DESIGNS IN 
MLLUSTRATED COLOR PREPARED FOR YOU FREE 
LITERATURE ALL MAIL ANSWERED SAME DAY 


= U. S. BRONZE SIGN CO. 


j= | 570 BROADWAY, NEW YORK 


TABLETS 
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REMODELINGS AND REMOVALS 








Owner or 


Feature Manager 


Name and Address 


Arthur’s Jewelry Store, E. Main St., Bedford, 
WPT TT ee ee Building store 


Barger Jewelry Store, South Street, Peekskill, 


GOLD 
and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 


Removing of Engravings 


WM. HERTEL & CO., Inc. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


“Over 20 years at the 
same address” 





(Before) 
(After) 














De Eco seeds cet eSen se eee ees bencene enya New front Stephen Barger 
Bernard's Jewelers, 401 S. W. Alder St., Port- : ; 

Jand, OTe. ..-cecccccssceccccvcvcreccvens Expanded Morris Rogoway 
Best Jewelry Co., Evans St., Greenville, N. C.. Modernized 
B. Edwin Brubaker, Salem, Bi. «<ccccsccevec leew Dont B. E. Brubaker 
Bunde & Upmeyer Co., 161 W. Wisconsin Ave., 

Milwaukee, Wis. ..--ceeeeeeeecrreeceeees Store moved to 

ground floor 

Paul Cohard, Peru, Indiana .............4.. Store enlarged Paul Cohard 
Federal Jewelers, 12 E. Randolph St., Tren- : 

Mi, Me Ue cecescebectebaceecsceeceseanes To move Sept. 1 Joseph Hirtenstein 
Gift Chest Jewelers, 115 N. Main St., Poplar 

Tale, Mo. .ccccccccccnceccsesccccceccess New store Carl Lane 
Granat Bros., Geary St. & Grant Ave., San 

Wemmeinge, CE. ccccccctsevcoccscccescese In new 4-story bldg.Joseph & Leo Granat 
Harry H. Green, 409 Nicollet Ave., Minne- ‘ : 

apolis, Minn. ....-cccecceccccscecsecvereed ew 2-story store Harry H. Green 
Harburger Bros., 1014 Chestnut St., Philadel- 


phia 
Hart’ s Jewelers of Inglewood, Inglewood, 
Western Ave., 


. Modernized 


Renovated 


Glue 


Albert R. Hollister, 13109 
Island, I. ...cccccccccccccccccccccccccsesccse NEW location Joseph R. Lazarus, 
mer. 
Huber Jewelry Store, 206 State St., Benton é 
DPE, TEI iceskcsccvcccetcsneciesnecle Sram 
Andrew G. Kahn, 412 Main St., Pine Bluffs, 
1.) i ee Remodeling Andrew G. Kahn 


Kosch’s, E. Main St., 
Texas 


J. F. Lentz Jewelry Co., Marshall, 
Dan Marx & Co., 511 SW Broadway, Portland, 
Err Te Te ee Oe New location 
august Meyer & Son, 121 W. 3rd St., 
ee: CM j2i sade e eee dewabhine ewan 
Morris Diamond Shop, 5th & Austin St., 
ane s'e4 Oke CEES REDO Ul hee eee aee 
National Jewelry Co., No. 205 6 E. 


St., Chicago, Il. 


Henry Nash, Platteville, Wis. 


Nelson’s Jewelry Store, Elizabethton, Tenn... 
Pike & Kramer, 1515 Main St., Dallas, Texas.. 
Pugh Bros. Jewelry Co., 15 W. Federal 
rr “Gee... 5 /a's-0.5 sk deena eee eae 
Rogers Jewelry Co., 2423 13th St., Columbus, 
Dn. ‘<sws en eee ik bbe w eee we ole eee 
Rosenfeld Jewelry Co., 227 W. Main 
Cee Ce, CHR 6c cece cctnwoncuees 
Mrs. H. I. Schunck Jewelry Store, Celina, Ohio. 


309 S. 19th St., Omaha, 
21st St., Galveston, 


4005 Hamilton Ave., 


A. F. Smith Co., 
Will Tschumy, 405 
E. Wagner & Son, 
cinnati, Ohio 
Zale Jewelry Co., 
City, Okla. 


oun Shows Credit inden 
Spend Most for Advertising 


Of all retail stores, credit jewelers 
spend the largest percentage of the sales 
dollar in advertising, according to a sur- 
vey recently released by the Newspaper 


205 W. Main St., 





Spartansburg, S. C. .... Modernized 


-In new location 


Grand 
Waco, 


Randolph 
..-New location 


.. New location 


Neb... 
Texas. 
Cin- 


Oklahoma 


Sidney Kosch 
J. F. Lentz 


Rene Bloch, mgr. 


Modern front 


Enlarging M. Fred 


Taking new store Henry Nash 
Remodeled Sig Nelson 
New location 


Richard E. Pugh, mgr. 


19-ft. neon sign 


"Added space for 
radio dept. 

Redecorated 

New location 

New location 


Gordon A. Smith 
Will Tschumy 


Move here Sept. 1 


Modern new store Morris & William Zale 











REFINISHED 





24 HOUR 


SERVICE a 


PRICE LIST 


A FINER GRADE OF WORK WITH MODERN METHODS 


ROYAL DIAL & REFINISHING CO. 


''6 NASSAU ST 


DIAMOND WEDDING RINGS 
Channel ® Fishtail © Love Rings 


Genuine and Synthetic Colored Stone Rings 


MEMORANDUMS GLADLY FILLED 


Superion Weopinc Bano Co., Inc. 
} 71 Nassau St.. New York Tel. COrt. 7-9263 
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Advertising Executives Association. 
Credit jewelry stores expend 6.3 per cent 
of their sales dollar in advertising and 
5.0 per cent of it in newspaper advertis- 
ing. 

Other stores and the percentage of 
their sales dollar in advertising are as 
follows: Furniture, 6; millinery, 4.9; 
credit clothing, 4.7; appliance, 4.4; de- 
partment, 4.2; men’s apparel specialty, 
4.1, and shoe stores and other jewelry 
stores, 3.8 per cent. 


Tulsa Watchmakers Study 
How to Make, Maintain Instruments 


Members of the Watchmakers Guild 
of Tulsa, Okla., are educating them- 
selves in the manufacture and mainten- 
ance of the delicate precision instruments 
used on airplanes. Aviation men admit 
that the worst bottleneck in mass pro- 
duction of aircraft is in the production 
of instruments. 

The guild’s three dozen members hold 
a technical meeting once each month. 


"Circus" Sortman to Argo & Lehne 


Earle “Circus” Sortman, formerly 
head of the trophy department of the 
Harrington Co., Ine., Columbus, O., is 
now associated with Argo & Lehne, of 
the same city. 
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EACH PIECE A WORK OF ART 
G. WENZ 


48 West 48th St. New York City 


Antique Rings, Bracelets, Clip and 
Flower Brooches 
Enamel Work a Specialty 














telco 
<UL ORE J Ve AR 6 





WATCH REPAIRING for the TRADE 
Specializing in 
Chronographs—Repeaters—Timers 
Write for Price List 


Exchange Watch Repair Co. 
155 Canal St. Room 13 New York. N. Y. 

















“The Mail Order House” 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR CATALOG C 


DEAN COMPANY 


87 NASSAU ST., NEW YORK, N. Y. 














* 
EXPERT HAIRSPRING VIBRATING 


Of all Precision, Normal, Abnormal, 
Flat, Breguet and non-magnetic Hair- 
springs 24 Hour Service 





A trial order will convince you of our 
Quality work. 

UPTOWN HAIRSPRING SERVICE 
10 W. 47th St. New York, N. Y. 














BOWMAN 


+) Technical School 
Courses for Success for 
Watchmakers 

~ f| Engravers, Jewelers 
: Write for free book “Your 
Future and Our School’’ 

= JOHN J. BOWMAN, Director 

Bowman Bldg., Lancaster, Pa. 






















EMPIRE 


SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GCOLD—SILVER—PLATINUM 


718 SANSOM ST. 


PHILADELPHIA 








arenes College of Horology 


SCHOOL FOR WATCH MAKERS, 
JEWELERS AND ENGRAVERS 


“> Broad and Somerset Streets 
PHILADELPHIA, PA. 











ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 


From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 46 years) 








Z'RNK TON 


CREATORS OF ARTISTIC 
IRIDIUM PLATINUM MOUNTINGS 


HAND-MADE 
F. X. ZIRNKILTON  24,24i274.8Tx 


PHILADELPHIA 








SAVE ON 
Swiss and American 


GENUINE WATCH MATERIALS 


LOWEST PRICES & 
PROMPT SERVICE 


WRITE FOR CATALOG 
ies: | uriy co ee & 


134 S. Sth Street Philadelphia, Pa. 











ELGIN & BELMAR 
———W 4 TCHES———— 


LOUIS SICKLES 
Philadelphia, Pa. 


1015 Chestnut St. 


‘Whotesate Distributorstothe Trade” 








BYARD F. BROGA 


Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


ot Ken Sie Philadelphia 





| q The Empire Smelting and Refining Co. 
| has moved from 713 to 718 Sansom St. 


q Meyer Barr, of the Associated Barr 
Stores, left July 10, for a week’s visit to 


| the firm’s store in Norfolk, Va. 


q Jack McCall, of Huberman’s, 109 S. 
llth St., will leave Aug. 3 for a two- 
weeks’ vacation in Wildwood, N. J. 

q Michael Orloff, Armand Jacoby and 


| Manny Hoffman expect to leave Aug. 3 














for a 10-day vacation in the Adirondacks. 
q Frank Johnston, of Harburger’s, 1014 
Chestnut St., expected to leave toward 
the end of July for a week’s vacation in 
Maine. 

4q Josef S. Milner, of the House of Mil- 
ner, 728 Sansom St., and Mrs. Milner left 
July 7, for a six to eight weeks’ motor 
trip to California. 

q Leon Sickles, of M. Sickles & Sons, 904 
Chestnut St., and Mrs. Sickles left July 
3 for a two-weeks trip through New 
York and Pennsylvania. 

q S. Kind & Sons defeated Bailey, Banks 
& Biddle in two games in a city indus- 
trial softball league. The scores were 
8 to 3 and 5 to 4. The Kind team is 
distinguished by having a girl as one of 
its star pitchers. She is Miss Audrey 
Edler, secretary in the diamond depart- 
ment. 

q Recently returned from a gemological 
trip to Nova Scotia, Samuel Kind, of 
S. Kind & Sons, was expected to leave 
in July or early August for Alaska to 
continue his gem studies in that territory. 
Mr. Kind spent four weeks in Nova 
Scotia and will be gone an indeterminate 
period on his Alaskan venture. 

q Wholesale jewelry sales in central and 
eastern Pennsylvania and southern New 
Jersey increased 16 per cent for the first 
five months of 1940 over the first five 
months of 1939, the Federal Reserve 
Bank of Philadelphia reported in July. 
The gain for May was reported as 33 per 
cent over that for May a year ago. 

q Robert J. McConway, president of the 
Philadelphia Horological Guild, has 
been named by Philip Sommers, U.H.A. 
president to assist in preparations for 
national Watch Inspection Week, sched- 
uled for March 22 to 29, 1941. The other 
two members of the committee are C. D. 
Heidinger, of Oklahoma, and Col. Wil- 
liam H. Bright, of Massachusetts. 

4q George Hurlburt, of H. O. Hurlburt & 
Sons, 817 Chestnut St., left July 3, for a 
10-day stay near Hawley, Pa., in the 
Pocono Mountains. Merritt Hurlburt 
left July 9 for Chicago. John A. Smith, 
of the Hurlburt firm, left July 13 for a 
vacation at the World’s Fair in New 
York and at Ocean City, N. J. Louis 
Klink returned recently from a trip 
with his family through New England. 

q Committees representing the Western 
Pennsylvania R.J.A. and the Philadel- 
phia R.J.A. will meet in August to weld 
a permanent cooperative unit integrat- 
ing the activities of both organizations. 

The committees, to be chosen by the 
presidents of the respective organiza- 
tions, will lay plans to meet bi-monthly 
at some spot midway between Pitts- 
burgh and Philadelphia. 

q The Louis Sickles firm, 1015 Chestnut 

St., last month completed redecoration 

of the interior of its quarters. During 


| the renovations the Chestnut St. shop- 
' ping section was thrown 


into turmoil 
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when a painter accidentaly set off 
burglar alarm in the Sickles place. Police 
squad cars rushed to the building ang 
patrolmen and detectives raced to the 
office, located on the fifth floor of the 
building. 

q Fred J. Cooper, “jeweler by birth,” of 
113 S. 12th St., and Mrs. Cooper Cele- 
brated their silver wedding anniversary, 
June 29. Mr. Cooper is well known in 
Philadelphia and vicinity for carrying a 


* unique line of antique jewelry and silver- 


ware. Many of the items are sent to him 
from England by his parents, who are 
residents of Colchester. Mr. and Mrs, 
Cooper are the parents of seven children, 
six of whom are living. In addition to 
congratulations and gifts from relatives 
and friends the couple received silver- 
ware from store employees on their an- 
niversary. Mr. Cooper frequently lec- 
tures in and near Philadelphia and on 
radio programs on the romance of dia- 
monds, silver, and other jewelry. 

q The Sansom Street Business Men’s As- 
sociation staged a week’s drive begin- 
ning, July 15, for funds for Red Cross 
war relief. Jewelers and other business 
men on the street were solicited by the 
membership committee of the association 
and plans were to turn the receipts over 
to the Southeastern Pennsylvania Chap- 
ter of the Red Cross. Samuel Lashof, 
president of the association, said the 
plan was initiated by association direc- 
tors in place of holding a picnic this 
summer. The directors voted to use 
funds which would have been used for 
the outing as the nucleus of the jewelers’ 
Red Cross contribution. Members of 
the membership committee in charge of 
the drive include Harry Leibowitz, 
chairman; Mr. Lashof, Irwin Margolis, 
George Pickens, Norman Hinde and 
Samuel Cohen. 

q Employees of S. Kind & Sons, Broad 
and Chestnut Sts., last month began knit- 
ting for the Red Cross for European war 
relief. The move is being directed by 
Warren Fenner of the Kind silver de- 
partment. Although most of the knitters 
are girl employees, several men _ have 
joined the corps. The knitting is being 
done during lunch hours and other spare 
moments of the working day. 

Group singing before the beginning of 
work each day was inaugurated last 
month by S. Kind & Sons. Employees 
assemble each morning before the store 
is opened for business and are led in 
songs by Peter Devine and Miss Mary 
Haas of the silver department. The 
store was closed from July 3 to July 8 
for an extended July 4th holiday? Ed- 
ward Pratt and Bert Cassidy, of the 
store staff, were recovering last month 
from operations. 


Silver Prices 





London New York 
Spot Official 
Se Ser 21%d 34%4¢ 
ED oxen oe aoe 2115/16d 34%c 
ae 22%d 34%c 
Cg eee 22%d 34%c¢ 
Platinum Prices 
(July 24, 1940) 
OO  ahca A aan gel pier grer ia awn ie Ghive $38.00 
Containing 5% iridium ........ 44.00 
Containing 10% iridium ....... 50.00 
Containing 5% ruthenium ..... 38.00 
EEE” Ce 4-5-4 Fs wk ba Ble $24—$25 
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PROVIDENCE 


The factory of Trifari, Krussman & 
Fishel, Inc., costume jewelers, has been 
moved from 460 W. 34th St., New York, 
to 162 Clifford St., Providence. 

The United Chain Co. has been incor- 
porated here for the manufacture of 
jewelry by William H. Jaegle, Richard 
B. Pearce and Harold P. Salisbury. 

S. M. Stone has sold his entire inter- 
est in the M. S. Co., Attleboro, to Max 
Schweinshaut. The company was estab- 
lished by Mr. Stone and Mr. Schwein- 
shaut in 1913 and incorporated in 1923. 


4 Craven-Whittaker Co., 81 Peck St., 
has let the contract for a new plant on 
Georgia Ave. The new building, 80 by 
80 feet, will cost in the neighborhood of 
$15,000. The company manufactures 
steel stamps and does engraving work. 

q While payrolls increased in Rhode 
Island jewelry and silverware manufac- 
turing plants during June, employment 
showed a small decrease. Payrolls were 
$1,191,000, up 7.2% from the May level 
and 7.6% from the total in the like 1939 
period. Employment in 27 selected con- 
cerns totaled 5131 persons, down 1.9% 
from May and 0.6% from June, 1939. 


q Jewelry manufacturing concerns in the 
Attleboro district are following various 
methods of arranging vacations for their 
employees. During the first week of July 
18 factories were closed all week. Some 
factories which are not closing for sum- 
mer vacations were idle from July 3 to 8, 
while others are giving vacations under 
the stagger system so that there will be 
no shutdown. 

q Employees of Silverman Brothers Co., 
at an election conducted by the National 
Labor Relations Board July 9, voted 
285 to 80 to select the International 
Jewelry Workers Union, Local 8, as 
their bargaining agency. The union is an 
affiliate of the American Federation of 
Labor. Two officials of the Boston office 
of the NLRB, Harry Nolan, field exam- 
iner, and Benjamin E. Gordon, attorney, 
were sent here to supervise the election. 
q The New England Manufacturing 
Jewelers & Silversmiths Association is 
making a canvass of its Rhode Island 
members in order to determine what 
openings there are in jewelry factories 
for recent graduates of Providence 
schools. Pointing out that there are no 
fees involved and that the movement is 
a cooperative effort between the School 
Department and the industry, Edward 
O. Otis, Jr., executive secretary of the 
association, expresses the hope that 
many of the young people will be placed 
in positions for the less skilled opera- 
tions this summer and fall. 


q Bliss Brothers Co., Attleboro manu- 
facturer of quality jewelry, has an- 
nounced the establishment of a new 
manufacturing division in Providence. 
Joseph F. Rioux, president, announced 
that the new division would operate 
under the name of Turiet & Bardach 
and Paul Bardach, of Vienna, will man- 
age the Providence division. The Turiet 
& Bardach concern was for 75 years a 
leader in the production of Viennese 
jewelry until conditions there changed 
due to the European situation. The con- 
cern, which employed as many as 500 
persons in Vienna, will make goods in 
this city which were formerly imported. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for August, 1940 








| 
| 
| 


q Fifteen members and guests of the 
Rolled Gold Platers 
joyed an outing at Oak Bluffs, Martha’s 
Vineyard, Mass., as the guests of Al 
Vennerbeck, of the member firm of Ven- 
nerbeck & Chase, Providence. The group 
met at Wood’s Hole at 9:30 a. m. and 
sailed on the palatial yacht of Clarence 
“Dunnie” Dunbar, of Cook, Dunbar & 
Smith, to Oak Bluffs. Following refresh- 
ments on Vennerbeck’s lawn, they jour- 
neyed to Edgartown for the Little Neck 
clam course at the Clam Bar, then to 
the Country Club for broiled lobsters and 
fixin’s, and then followed an interesting 


Association en- | 





tour of the island’s points of interest. In | 


every respect, weather, company and 
locale, the outing was a great success. 





Firm Fined $5600 For Failure 
To Pay Overtime Wages 


In the first New England jury trial 
of a Fair Labor Standards Act case, the 
Imperial Pearl Co., Inc., Providence, 
makers of artificial pearls, and several 
officials of that concern were found 
guilty of violations in a U. S. District 
Court. 

Judge John P. Hartigan stated that 
the evidence of labor law violations 


was overwhelming and uncontradicted. | 


Judge Hartigan fined the company 
$3500; its president, Alfred Marcello, 
$1000; its secretary, Albert Marcello, 
$1000, and its foreman, Alphonse A. 
Nardolillo, $100, on a count of failing 
to pay overtime wages. Sentence was 
continued on 17 other counts against the 
two Marcellos, who were ordered to 
make restitution of unpaid wages ag- 
gregating several thousand dollars. De- 
fense attorneys filed notice of an appeal. 





Toastmaster Personnel Changes 


Arthur S. Miller, formerly electrical 
appliance buyer for R. H. Macy & Co., 
now represents Toastmaster in the met- 
ropolitan New York area; and G. J. 
Mackey, formerly of the New York 
office, is located in Boston, covering New 
England and upper New York State. 

A. H. Rippas was recently transferred 


from the New York office to Detroit, | 
Michigan, to handle Michigan and parts | 


of Indiana and Ohio. 

Harry Dillon, a newcomer to the 
Toastmaster sales force, has headquar- 
ters in Cincinnati and covers southwest 
Ohio, Indiana, Kentucky, and West Vir- 
ginia. 

C. Y. Goss, who formerly traveled a 
large area out of Detroit, is now located 
in Cleveland, Ohio, from which point he 


covers northeastern Ohio, western Penn- | 


sylvania, and northern West Virginia. 





Corbin Joins G. H. French & Co. 


Gardner M. Corbin, until recently a 
member of the firm of Concord Silver- 
smiths Corp., has been appointed gen- 
eral manager of G. H. French & Co., 


subsidiary of ‘the Ellmore Silver Co., | 
of Meriden, Conn. Mr. Corbin brings to | 


the French Company a wealth of experi- 
ence as a merchandiser. He intends to 
personally handle the jobbing trade. 
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= 
“SUPER-SERVICE” 


ROLLING MILLS 


PUL 


reduce production costs to meet 
present day competition. 

We manufacture a complete 
line for hand, belt or electric 
motor drive. 


WRITE FOR 
FOLDERS 








Buffalo Machine 
Manufacturing Co. 


1354 West Avenue 
Buffalo, New York 











HOLLOWWARE—FLATWARE 


REPLATED — REPAIRED 
ENGRAVINGS REMOVED 
A Finer Grade of Work by Experienced Craftsmen 


SYRACUSE SILVER COMPANY 
Silversmiths & Platers 


107 N. FRANKLIN ST., SYRACUSE, N. Y. 
All Mail Answered Same Day 

















terling Ch in Mlustrated Catalog on request 
250 WELLS MFG. CO., ATTLEBORO, MASS. 














22 Patterns Sterling Silver 
ANCHESTER 
SILVER COMPANY 


Providence Rhode Island 


















REED & BARTON 


SILVER POLISH 
Approved by Good Housekeeping 
A superio> polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in 


jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 











Jewelry Repairers’ Handbook 
by J. G. Keplinger 
Price $1.25 — Postage Paid 


The Jewelers’ Circular-Keystone 
Chestnut & Séth Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York City 




















THE SMILE 
IS IN STYLE 





When you see the New 
Engel Line. Larger and 
finer than Ever. Replete 
with merchandise to 
make the Cash Register 
Ring and the Jeweler 
Smile. 




















21 WEST 
BALTIMORE ST. 
BALTIMORE, MD. 


“AN INSTITUTION 
of DEPENDABILITY”’ 


ESTABLISHED 1885 












ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e@ JEWELRY @ 

5 HOPKINS PLACE, BALTIMORE, MD. 








fi. G. Schult; Company 


—BETTER STERLING HOLLOWWARE— 
TRADE - 


ema) 


423 E. Lombard St. Baltimore, Md. 














A Short Course in Engraving for 
Jewelers 
By WM. KASSEL 
Price 50¢ 
The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York, N. Y. 
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BALTIMORE 


q Jerome Hoffer, of Camden, S. C., re- 
cently visited the old home place at Man- 
heim, Pa., accompanied by Mrs. Hoffer. 
q Ernest Neiman, Raleigh, N. C., was a 
delegate to the International Rotary con- 
vention in Havana, Cuba. Mrs. Neiman 
accompanied him. 

q Melvin Erlanger, of S. & N. Katz, 
Baltimore, who had been a patient in a 
local hospital, has recovered and _ re- 
turned to his duties. 

q Louis Brodie, of Morton’s Jewelry 


| Store, Richmond, Va., is back on the job 


after two weeks on his brother’s country 


| place in New York State. 


q Alfred Smith, of the B. M. Smith Co., 


| Charlotte, N. C., who has long been ac- 
| tive in the Mystic Shrine, has been made 
_a director of the activities of Oasis 


Temple. 
q Ellis T. Baker, the manager of the 


| manufacturing plant of the Stieff Co., 
| Baltimore silversmiths, is away on his 


vacation and will not return to his office 


| until late this month. 


q Guy K. Herr, of the wholesale mate- 


| rial house of Herr & Kline, Norfolk, Va., 


was receiving condolences last month on 
the death of his 88-year-old mother, who 
died at her home at Lancaster, Pa. 

q Remer Woods, manager of the Colum- 
bia, S. C. store of Friedmans, jewelers, 
was host to all the members of his store 
force, with their wives, husbands and 
friends, at a party given at his home re- 
cently. 

q J. Engel & Co., Baltimore wholesalers, 


| ended the itinerary of its traveling dis- 
| play of jewelry store merchandise, with 


a three-day exhibition in one of the large 
parlors of the Lord Baltimore Hotel, 
last month. 

q Leon Tashoff, of the New York 
Jewelry Co., which conducts a store at 


| Washington, was on a two-weeks’ cruise 
| to Savannah, Ga. and Florida, last month. 


He sailed from Baltimore and took oc- 
casion to visit some of his friends in that 
city. 

q Morris Weinberg, of Wade’s Jewelry 
Box, at Washington, surprised his many 
friends in the capitol and the Monumen- 
tal City by announcing his marriage to 
Mrs. Helen Gomprecht, of Baltimore, on 
July 3. The couple afterward went on 
a wedding trip. 

q Raymond Hughes, jeweler and dealer 
in diamonds and other gems, at Charles 
and Fayette streets, Baltimore, is back 
from a trip to Havana, Cuba, made both 
for recreation and business. Mr. Hughes 
found occasion to look into the business 
of the island capital and to study con- 
ditions. 

q Harry Briggs, prominent Barnesville, 
Ga., jeweler, is in a hospital at Macon, 


| Ga., following an automobile accident, 


| June 21, near that city. 


Mr. Briggs, who 


| is 72 years old and one of the best known 
| jewelers in the state, suffered a concus- 


sion of the brain and other serious and 


| painful injuries. 


q J. A. Richter, proprietor of the Richter 
Jewelry Co., at 162 E. Flagler St., 
Miami, Fla., recently noticed a suspici- 
ous character in front of his store, and 
stepped out to summon the police. But 
before he located a policeman and re- 
turned, the “suspicious character” had 
thrown a brick through one of his plate- 
glass windows and escaped with a hand- 
ful of diamond rings. 
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q James Levi, jeweler at 314 W . Lex. 
ington St., Baltimore, is acquiring a 
reputation for hospitality and his parties 
are keenly anticipated. Baltimoreans who 
attended one at Galen Hall, Wernersville, 
Pa., the week-end of July 12, when Mr, 
Levi was host to a large group of 
friends, included Leon Engel, of J. Engel 
& Co.; Gerald Heller, of Castelberg’s, 
and Melvin Erlanger, of S. & N. Katz, 

q Baltimore wholesalers generally report 
that business has kept up fairly well, 
There has been a uniform movement of 
most all lines during the past couple of 
months, and there is a feeling of con- 
fidence that a good demand will be en- 
countered by the salesmen, many of 
whom took to the road in the middle of 
July. A number of the salesmen will 
return to their offices in Baltimore only 
long enough to replenish their lines and 
will continue to work the field right up 
to the Christmas season. 

q Buyers and managers of the eight 
Zale, president, from Wichita Falls head- 
San Antonio, Amarillo, Austin, Dallas, 
Texas; Tulsa and Oklahoma City, Okla. 
and Springfield, Mo. gathered at the 
Adolphus Hotel in Dallas, for annual 
meeting in July. William Zale, vice- 
president and in charge of Dallas store 
was in charge of arrangements. M. B. 
Zale, president, from Wichita Falls head- 
quarters attended. The company was or- 
ganized in March, 1924. The Dallas ses- 
sion extended several days. 

q The annual two-day outing of Fried- 
mans, jewelers, was held at Savannah, 
Ga., late in June, with several hundred 
store managers and employees from all 
parts of Georgia and the Carolinas in 
attendance, as guests of B. I. and A. A. 
Friedman. A_ short business session 
was held on Sunday afternoon, at the 
conclusion of which B. I. Friedman, 
president of the company, presented each 
salesperson present with a ten-dollar bill! 
A banquet was held in Savannah on Sun- 
day evening, and a _ motorcade to 
Savannah Beach carried employees of 
the company to the ocean on Monday 
morning for a day of swimming and 
beach sports. 

q Credit, collections and objectives of 
the state and national associations were 
topics of discussion when the Northeast 
Arkansas District of the Arkansas 
R.J.A. met at Hotel Noble, Jonesboro, 
Ark., recently. A banquet was held, fol- 
lowed by the business session, presided 
over by Mrs. Gladie B. Ferguson of 
Brinkley, district chairman. H. T. Pur- 
vis of H. T. Purvis & Son, Jonesboro 
jewelers, and state president, was a prin- 
cipal speaker. Other officials attending 
were D. L. Petty, of Little Rock, vice- 
president; John Stinson, Jr., of Camden, 
secretary; and directors: E. H. Stewart 
of Hope, A. R. Kennan of Fort Smith, 
R. B. Stone of McGehee and Mrs. Fer- 
guson. 


Greensboro Watchmakers Form Guild 


q James R. Smith was named temporary 
chairman of the new Greensboro Guild 
of the North Carolina Watchmakers’ and 
Jewelers’ Association at an organization 
meeting held at the O. Henry Hotel on 
‘Tuesday evening, June 25. A group of 
Winston-Salem watchmakers and jewel- 
ers attended the meeting, and the prin- 
cipal address of the evening was made 
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NEW RETAIL JEWELRY ENTERPRISES 








Name and Address 


Owner or Manager 


awley Jewelry Co., 235 Fayetteville St., Raleigh, N. C..C. H. Brawley 
Bhadbend’s, 309 N. Main St., Bloomington, Ill. ......... Burnett Lamping 
Denver Jewelry Co., Ellsworth Ave. & Broadway, Den- 


John H. Fields, Trade & Tryon Sts., Chariotte, N. C. .... 





G, 





| 
| 


NG 
JUDGE 


US BY THE 


©, COO, ccccccccwoscscseseswenass ote t eee eee ee eee 

The Diamond Shop, 514 Polk St., Amarillo, Texas ...... Sam Fenberg COMPANY WE KEEP 
Harry C. Doolittle, Menasha, Wis See ecu Breet eee eens Harry C. Doolittle 

Arnold T. Dunn, 44 S. Oak St., Ventura, Cal. ........... Arnold T, Dunn For years we've associated ourselves as dis- 


tributors for many of America’s most famous 


Graham’s Time Shop, First National Bldg., Albuquerque, ee products, including Hadley Men’s 

PE, tides tareceseaceeeeeernes Oe eeeceecesnccecese Lewis Graham Jewelry, Elgin. Seth Thomas, 
Bud Greer, 6th & Olive Sts., St. Louis, RRL a 4la- are ei acacaten beard Bud Greer Ronson, Westclock, Ingersoll and 
Hamilton’s, 18 S. Main St., Greenville, S. C. ............ Charles M. Brooks, mer. Telechron. Allow us to serve you as 
Paul A. Herrmann, 323 Main St., Mt. Vernon, Ind. ...... Paul A. Herrmann your source of supply for these nationally 
A. Hirsh & Son, 243 Main St., Salinas, Cal. ............. Louis Hirsh known and accepted brands. Write us to- 


el Box, Inc., 247 E. Main St., Johnson City, Tenn. 
Bee Tementttn, PA occa vceseecenecceesce, H. F. Julian 


H. F. Julian, Jamestown, Pa. 


...J0e Bernstein, mer. 





day. Inquiries given immediate attention. 


IMPORTERS OF EASTON WATCHES 





Max’s Watch Shop, Marshall Bldg., Tonkawa, Okla. ..... Max Mattox 
Morgan & Lloyd, Arlington, Va. ......ccceccccccccccces : 
Bob Noonkester, Wate VRlIOe, QUIS bot cone ciecenccne va ob Noonkester : to retell at $9.75 =p 
G& DBD. Peck, Oneonta, Ala. 2. 620s scccvewnescecrsscecess H. D. Peck Write for an illustrated Easton Catalog 
Thomas G. Salay. 35 E. Front St., Trenton, N. J. .......Thomas G. Salay -. 
Seachols & Stevenson, 119 E. Lincolnway, Valparaiso, : é 

OY Serer Aer rie Tere rir ee ee Charles Seashols & Earl Ste- oO. 

venson ‘ a 

Shaw Jewelry Co., Big Spring, Texas .......-cccceceeene ae ee mgr Baltimore & Liberty Sts., Baltimore, Meryland 
Stanley Jewelers, 868 Broad St., Augusta, Ga. .......... L. L. Guillebeau, mer. 
Lloyd L. Staub, Marlen Bldg., Madison, Wis. ........... Lloyd L. Staub * * * x*kek k * 


Sterchi Bros., Athens, Ga. (new jewelry dept.) 


cearewewte Robert Walker, mgr. 


Sterchi Bros., Dalton, Ga. (new jewelry dept.) .........Millard Wood, mgr. 











by Robert Day, president of the Win- 
ston-Salem Guild of the organization. A 
meeting to perfect the organization, 
adopt a constitution and by-laws, and 
elect permanent officers, is to be held at 
the O. Henry in the near future. 


Halt Auction Licenses 


q Action to prevent Herman Kimmel 
and Joseph Benson from __ securing 
jewelry auctioneers’ licenses is being 
taken by the North Carolina R.J.A. on 
the grounds that neither are bona fide 
residents of the state as required by the 





Double Your 


Bridal Business 


Make Your Store Bridal Headquarters 


Low price on the authoritative book of 
bridal etiquette—adds prestige—builds 
business—endorsed by jewelers, ready- 
to-wear and department stores, libra- 
ries, colleges, newspapers. 







Answers 1,000 questions: | 





North Carolina auction jewelers’ law. 
Evidence was presented at a hearing in 
Hendersonville, N. C., on July 10, to 
show that Kimmel is a resident of West 
Palm Beach, Fla., and that Benson is a 
native of England, having come to this 
country in 1923. Insurance Commissioner 
Dan C. Boney, who has charge of busi- 
ness licenses in the state, will consider 
the testimony and evidence which have 
been submitted and will announce his 
decision later. 





Them That Has 'em Wears ‘em! 


“Glittered with diamonds” was _ the 
phrase newspapers used to describe Mrs. 
John R. Brinkley, wife of Dr. John R. 
Brinkley, one-time Kansas goat gland 
specialist, now of Del Rio, Texas, when 
she spoke in Oklahoma City, recently, 
before the League of Democratic 
Women. 

According to the Oklahoma City 
Times’ account of her appearance, Mrs. 
Brinkley wore a peach-colored dress, an 
orchid, “and the following jewelry: One 
diamond ring, square cut, with a stone 
three quarters of an inch each way; one 
diamond ring, with half-inch stone; one 
wedding ring with a lot of largish dia- 
monds; one diamond wrist watch, with 





$ CASH $ 


WE pay highest cash prices for all 
kinds of solid silver, flat and hollow 
ware, new and used, active and 
obsolete. 

@ Send us your trade-ins and odds 
and ends which you wish to close 
out and you will be agreeably sur- 
prised. Check mailed same day 
shipment is received and silver held 
intact awaiting your decision. @ In 
case shipment is returned, we insure 
it and pay transportation charges. 
®@ No shipment too large or too 
small for our prompt attention. 


JULIUS GOODMAN & SON 


43 South Main Street 
Memphis, Tennessee 
Reference: First National Bank, Memphis. 


|| We cooperate with jewelers wishing obso- 
lete and inactive patterns. 





Rings, bridal gowns, 
gifts, flowers, ceremony, 
guests, clothes, diagrams, 
lists, 90-day calendar, 
gift record, 96 pages il- 
lustrated. 


diamond band; one diamond pendant, 
with a diamond just a trifle smaller than 
a dime; one diamond encrusted lapel 
watch, an inch and a half in diameter, 


A COMPLETE 
| and one diamond bracelet with great big 
| stones and medium sized stones all SUPPLY SERVICE 


| around.” 
| — Patronize the house that gives 





dw to Flan a 


BEAUTIFUL 
WEDDING 


By SALLIE NEWTON 






























$40 per 100 Crystal Cement Is Introduced you the best service. Send your 
. 2%-10 days, net 30 mail orders where they will be 
or Order NOW A new watch crystal cement, mar- most accurately filled. T us 
sl get your share keted under the name Sure Way, has y , = 






been perfected by the Jewelers Cement 
Mfg. Co., of Laurel, Mo. The makers 
say that this compound will hold all 
types of crystals permanently, is water- 
proof, will neither flake nor peel off 
from wear, and dries immediately after 
application. 


of brica) 


. “The price is the same— 
business 


The service is better.” 


FISHER’S SUPPLY HOUSE 
411 First St. Roanoke, Va. 





of ‘“‘How to 
Plan a Beautiful 
Wedding” 
address 


Sallie Newton 


5820 S. Galvez St. New Orleans, La. 




















THE JEWELERS’ CIRCULAR-KEYSTONE 
for August, 1940 


151 








If you want a Complete Catalog of 


© FULLERS FINDINGS 


to assist and enable you to 
ORDER FROM YOUR JOBBER 


Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, Ill. 














4614YJ—14K. Yel. 


4615PJ—10% Ir. Plat. 
Net $23.50 4615'/2PS—i10% Ir. Plat. 
1/5 to 5/8 Ct. Net $24.50 
LET US MOUNT YOUR DIAMOND 
In this beautiful Mtg. 
AMOND SETTING 


461442YjJ—i4K. Yel. 


DIAM 
SPECIAL ORDER AND JEWELRY REPAIRING 
WEDDING RINGS AND MOUNTINGS 
Send for our latest catalog 





























QUAST & OLSEN 
® JEWELERS FINDINGS N 
CUPS — SPORT BALLS 
CATALOGS SENT ON REQUEST 


5 So. Wabash Ave., Chicago, Ill. 
JEWELRY BOXES 
COMPLETE LINES FOR THE 
F. H. NOBLE & COMPANY 


TROPHIES — MEDALS 
JEWELRY TRADE 
535-559 W. 59th St., Chicago 
































zz | SILVERWARE | a 





SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Iil. 




















DIAMOND CUTTING 


Re-Cutting Price Net—Special 
Vg and '/, Carat $5 | 5, and 34 Carat $9 


¥, and '/, Carat 7 | Carat 10 
Removing Chips $1.50 to $3.00 


Vg and 


—_—__ 


| IMPORTERS OF DIAMONDS 


Send for a Selection 


STEIN & ELLBOGEN COMPANY 


55 East Washington Street, Chicago, Illinois 














q Harry Horwitz, Edward Kirchberg 
Jewelry Co., 104 N. State St., spent part 
of last month visiting his store in Sioux 
City, Iowa. 

q H. Schwartz, of H. Schwartz & Son, 
diamond brokers, recently returned from 
a visit to New York where he spent 
three months with his daughter. 

q Sam Kaufman, formerly located in St. 
Paul, Minn., now owner of Kaufman 
Jewelers, 1002 Main St., Boise, Idaho, 
visited friends and members of the trade 
in Chicago last month. 

q Thomas B. Wilson, of Thomas B. Wil- 
son & Co., wholesalers, Minneapolis, 
spent convention week in Chicago as 
head of the delegation from that state to 
the Democratic national convention. 

q H. Goodman, Weksler & Goodman, 
Mrs. Goodman and their son, Norman, 
who is actively associated with the busi- 
ness, left last month to spend a month in 
California sightseeing and _ visiting 
friends. 

q Edward L. Imhoff, vice-president and 
sales manager of Ripley & Gowen Co., 
Attleboro, left the Chicago office early 
in July to spend a month or six weeks 
at the factory prior to making his regu- 
lar fall trip. 

q To celebrate her first birthday, Her- 
bert Winterberg, of A. Hirsch & Co., 
and Mrs. Winterberg, took their daugh- 
ter Joellene, for an airplane trip to 
Kansas City, last month, where they 
visited Mrs. Winterberg’s parents. 

q Sol Cogan, president of the Manheimer 
Watch Co., and one of the most eligible 
young men of the jewelry trade, was 
married to Miss Bernita Ennis on the 
evening of July 11 at the home of the 
bride, where a few of their most inti- 
mate friends were present. 

q Sam Grossman, representing W. & H. 
Jewelry Co., and Schwartz Jewelry Co., 
in this territory, located for several years 
on the 11th floor of the Heyworth Bldg. 
recently moved to room 1615 where he 
has larger space for office and display 
purposes. 

q Jack Montgomery, of-M. A. Mead & 
Co. went to Dayton, Ohio, recently to 
attend the formal opening of the new 
Spencer Jewelry Co. store in that city, 
and reports that about 5000 people 
visited the store between 7 o’clock and 
10 o’clock p. m. on the evening of the 
opening. The former store was com- 
pletely destroyed by fire last February. 
q The powerful softball team of Benj. 
Allen & Co. was defeated by the Elgin 
National Watch Co. team on July 17 at 
Elgin. About 20 rooters for the team, 
headed by John G. Leiner, accompanied 
the team and returned home resolved to 
avenge this 23 to 11 game when the EI- 
gin team comes to Chicago on Aug. 23. 
Following the game dinner was served 
to the players and party by the Elgin 
Company at the Bartlett Hills Country 
Club during which there was music and 
entertainment. Following the game in 
Chicago on Aug. 23, Mr. Leiner, of Benj. 
Allen & Co., will be host to the players 
and party at the Illinois A.C. 

4M. A. Mead & Co., American watch 
distributors, who have been located at 
35 E. Wacker Drive for the past sev- 
eral years, are now located in handsome 
new larger quarters with increased facili- 
ties in the Garland Bldg., at 58 E. Wash- 
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ington St. This is just one of three 
moves and expansions made by the com- 
pany this year. The Pittsburgh offices 
were moved from the 4th to the 6th floor 
of the Clark Bldg. in that city with 50 
per cent increase in space, and the De- 
troit offices have been moved from the 
10th to the 9th floor of the Michigan 
Bldg. with space and facilities doubled, 


10 New Certified Watchmakers 


Certificates were awarded to the fol- 
lowing watchmakers who successfully 
passed their examination, by the Examin- 
ing Board of the Horological Institute 
of America, at its June meeting in 
Washington: Certified Watchmakers: 
John E. Abercrombie, Mobile, Ala.; 
Norbert A. Barthel, Yakima, Wash.; 
Wilbur Franklin Davis, Coshocton, 0.; 
Ned L. Ender, Woodland, Cal.; Bob W. 
Junk, Albuquerque, N. M.; Howard M. 
Lee, Bozeman, Mont.; Boris D. Small, 
Palo Alto, Cal.; Dr. J. W. Stabler, At- 
more, Ala.; Rollins Trezise, and Gilbert 
F. Wahl, Toledo, O. 

Junior Watchmakers: Jacob C. Buttell, 
Ross Calvert, Wayne DeWeese, Peter 
Kirles, Milton E. Roth, Charles O. 
Schaeffer, Linn Weller and H. Raymond 
Young, all students at Bradley Poly- 
technic Institute, Peoria, Il].; Algot E. 
Hermans, Seattle, Wash.; Robert J. 
Lockhart, Mangum, Okla.; Robert A. 
Tomblin, student at Elgin Watchmakers 
College; and Iorwerth Vaughan, Edmon- 
ton, Alberta, Can. 


Students Write Jeweler's Ads 


Increased reader interest was recent- 
ly injected into a series of newspaper 
advertisements used by merchants of 
Madison, Wis., including O. M. Nelson 
& Son, jewelers, when the advertise- 
ments were prepared by students of the 
University of Wisconsin School of 
Journalism and was entered in an ad 
writing contest. 

Above each ad in a separate box was 
the name of the contestant who had writ- 
ten the advertisement, a statement con- 
cerning the contest and the request that 
the readers select the best six advertise- 
ments of the group. This was to aid in 
the selection of the student prize win- 
ners. Prizes also were offered to read- 
ers whose selections coincided with those 
of the judges. The contest attracted 
wide attention and resulted in close 
scrutiny of each of the ads entered. 











Srcomparable 
it Ce igh 


OUR WORK COSTS NO MORE THAN 
ORDINARY WORK 
BECKER-HECKMAN CO. 


29 E. Madison St. CHICAGO, ILL. 








WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO. 
612 METROPOLITAN BLDG. 








DETROIT, MICH. 
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imhoft's Peddlers Nose Out 
Kraener's Buyers in Baseball 
At Golden Rooster's Outing 


The weather man again favored the 
Golden Roosters of Chicago, on June 
27, the day of their 20th annual outing, 
at Bon Air Country Club. More than 
100 were present to enjoy the events of 
the day and compete for the 93 prizes 
offered for contests of skill, science and 
luck. 

Leading the list of winners was Al 
Long with a low gross of 78 in golf. The 
horse show champions are again Leland 
Fay and Cliff McLane, both of Benj. 
Allen & Co. Among other leading win- 
ners in various events were: Allen 
Pinero, Le Stage Mfg. Co., H. J. Eberle, 
A. C. Becken Co., Albert Millard, Buss- 
Linthicum-Thorson ; Otto Heckman, 
Becker, Heckman Co.; Tom Gallagher, 
Handy & Harmon; Al Davis, Van Dell 
Co.; E. L. Imhoff, Ripley & Gowen, and 
Jerry Schwartz, L. Schwartz & Son. 

In the annual ball game between the 
Peddlers, E. L. Imhoff, manager, and 
Buyers, Herman Kraener, manager, the 
Buyers lost a lead of 11 to 2 in late 
innings and with a homer by peddler 
Dick Showerman in the 9th inning, the 
Peddlers won by a score of 17 to 16. As 
a reward, each player on the winning 
team received a watch fob _ baseball 
donated by F. H. Noble & Co. 

Candidates who received the attention 
of W. H. McGreevy, Ostby & Barton 
Co., and members of his wrecking crew 
during their initiation throughout the 
day, were: Robt. M. Gottlieb, Fred Gott- 
lieb & Co.; Phil Nathan, Nathan & Berg; 
Robert Lieberman, Stein & Ellbogen 
Co.; Roy Hoppel, Handy & Harmon; 
Marshall Spies, Spies Bros.; Ward Cook- 
man, Spies Bros.; Mason Sager, Para- 
mount Ring Co., and Roy Lowenthal, 
Manheimer Watch Co. 

During lunch a large bronze plaque 
with a rooster head in relief, and the 
names of all past chanticleers engraved 
on it, purchased through subscriptions 
by members, was formally presented to 
the organization by Chanticleer Max 
Cohn, Freeman-Daughaday Co., and now 
hangs in the Jewelers Club in the Pitts- 
field Bldg. 


442 At First Annual Outing 
Of Western Pennsylvania R.J.A. 


By accurate count, four hundred and 
forty-two jewelers, their employees, wives 
and sweethearts swarmed out to the 





et 


° "Len" Helfer as M. C. 





Dells, Wildwood, Pa., Sunday, July 7, 
for the first annual outing and dance of 
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the Retail Jewelers’ Association of 
Western Pennsylvania. Old Jupiter 
Pluvius was kindly disposed and dished 
out perfect weather, which helped to 
make the occasion a great success. 

The outing got under way early in 
the afternoon with a series of running 
races and novelty events for which 
handsome prizes had been donated by 
the retail members. The athletic events 
wound up with a baseball game between 
the retailers and their guests, the whole- 
sale members of the trade, with the for- 
mer winning in easy fashion. In fact 
there were so many retailers, anxious to 
play, that ‘they put in a complete new 
team each inning. 

Promptly at 6 o’clock the assemblage 
sat down to a delicious chicken dinner, 
pepped up by a very snappy floor show. 
Dancing followed. Irving Muir, Wilkins- 
burg retailer, reeled off 600 feet of film 
during the day which he proposes to 
show at the first fall meeting of the asso- 
ciation. Credit for the success of the 
party must be given to Chairman Harry 
Lasday, of Schmidts jewelry store, 
Braddock, and to the 16 members of his 
committee. Leonard D. Helfer, popular 
president of the organization, served as 
master of ceremonies. 





Chayken Renamed by Indiana R.J.A.; 
Hoosier Travelers Reelect All 


The results of the election of officers of 
the Indiana R.J.A., the Watchmakers As- 
sociation of Indiana, and of the Hoosier 
Jewelers Travelers Club, which were not 
known when the July issue of this pub- 
lication went to press, were as follows: 
Indiana R.J.A.: Irving Chayken, Ham- 
mond, reelected for third term as presi- 
dent; A. S. Rowe, Indianapolis, first 
vice-president; E. O. Little, Auburn, sec- 
ond vice-president; H. Elmer Lodde, 
Lafayette, secretary-treasurer, and Her- 
man L. Lodde, Indianapolis, managing 
director. 

Watchmakers Association of Indiana: 
H. Walter Schaefer, Indianapolis, presi- 
dent; Edison Abbot, Kokomo, vice-presi- 
dent; Robert W. Smiley, Lafayette, sec- 
retary-treasurer, and Herman L. Lodde, 
Indianapolis, managing director. 

Hoosier Travelers: Fritz Fromm, 
Baldwin-Miller Co., Indianapolis, presi- 
dent; Herbert Schwab, A. G. Schwab & 
Sons, Cincinnati, vice-president; H. R. 
“Doc” Haerr, Gruen Watch Co., Cincin- 
nati, secretary, and Morris Solomon, D. 
Jacobs & Sons, Cincinnati, treasurer. All 
are now serving their second term. 





Seattle Gem Collectors Organize 


An organization rising to new promi- 
nence in Seattle is the Gem Collectors 
Club, which has recently elected new 
officers to serve during the ensuing year. 
Lew D. Leader has been chosen presi- 
dent; E. K. Brown, vice-president; Mrs. 
Lloyd L. Roberson, secretary; Miss Ber- 
nice Baes, treasurer; and M. H. Strouse, 
direstor. 





The Arthur Jacobson Jewelry Co., 
University Bldg., Denver, Colo., has 
been sold by the trustees of the Arthur 
Jacobson estate to the Arthur Jacobson 
Co., a Colorado corporation. The com- 
pany will continue to distribute as ex- 
clusive wholesalers and the personnel 
remains the same, including Daniel Jack- 
son, Mr. Fahrenbrich and Archie Brown 
who will travel the Northwest territory. 
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WATCH DIALS 


REFINISHED 


GUARANTEED 
TO SATISFY 


41.3.0 .114.m°))-V ane) 1 












LOS ANGELES DETROIT 
SAN FRANCISCO PITTSBURGH 
SEATTLE DALLAS 

















CENTRAL WATCH CO. 
WATCH REPAIRING 


for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. Chicago, Ill. 











McRAE & SHAW 
168 N. Michigan Ave., Chicago, Ill. 
Radio and Display Advertising Specialists 


Originators and Producers of 
“THE OLD SHEPHERD" RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 








Your JOBBER HAs 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 








HUB and DIE ENGRAVERS 
of CLASS RINGS, PINS, MEDALS, 
& CRESTS 
PORTRAIT AND FIGURE MODELING 
A SPECIALTY 


JEWELERS DIE SERVICE 
B. M. SKOGEN 
319 N. PULASKI RD., CHICAGO, ILL. 











fice WATCH CO. 


» 


S S.WABASH AVE. GHICAGO ILL. 


USED WATCH 
MATERIALS 


USED MOVEMENTS 


Good Condition 
Good Dials 
0-Size Elgin, Waltham 
73, $2.00 — 

: or 








153, $3.00 
Hun 








THE PRICE OF 
NEW MATERIALS 


Wheels, pinions, 
pallet forks, etc. 
for all watches. 
Send sample of 
what-you want! All 
Guaranteed! Remit 
only if satisfactory. 





DOTVLVD YOs GNIS a” 






J. $ 

18 si 

73, 75¢ — 153, 

18 size O.F. Elg., Wal. 
73, $1.25— 153, $1.75 



























GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 











Jewelry Repairing 
DIAMOND SETTING ENGRAVING 
Strictly Trade Shop 


DOERNBERGER G MUCK 


406 Pittsburgh Life Bldg., Pittsburgh, Pa. 
Telephones: AT.7848 - AT.4959. 











LANDAW BROS. 


Distributors 
Genuine Watch Materials 


and Jewelers’ Supplies 
ALSO JEWELRY BOXES AND WATCH CASES 
406 CLARK BLDG. PITTSBURGH, PA. 
Telephone: AT. 5379 


























GOULD and SIILVIER 


Scrap and Wastes 


PUIRCIHIASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 





GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 


‘VERNON-BENSHOFE CO. 
933 Ridge Ave. Pittsburgh, Pa 



























PITTSBURGH 


| q Warren Mather, Bellevue, Pa.,_re- 


tailer, and Mrs. Mather, attended the in- 
ternational meeting of the Rotary in 
Havana, Cuba, recently. 

q Herman Auerbach, popular manager of 
the Pittsburgh office for M. A. Mead & 
Co., Clark Bldg., is basking in the sun- 
shine at Conneaut Lake. Meanwhile, 
John Joseph is on an extended road trip 
for the firm. 

q Employees of the Terheyden Jewelry 
Co., Smithfield St., held their annual 
picnic at South Park with Henry Ter- 
heyden, octogenarian president of the 
concern, as guest of honor. Sport events 
furnished the principal diversion. 

q Peter Strasser, Bridgeville, Pa. re- 
tailer, has installed new fixtures. 

q Emanuel De Roy is home from a 
Canadian sojourn. 

q Charles Teper, Clairton, Pa., was 
among those to enjoy the recent Philco 
Great Lakes cruise. 

q Abe Levinson, Charleroi, Pa., is home 
from a business trip to New York. 

q Hall Bros. Co., diamond importers, 
Clark Bldg., are believed to have been 
the recipients of the last importation of 
diamonds from Antwerp, made the day 
before that city fell prey to the Hitler- 
ites. Their customer broker succeeded in 
getting out of Belgium and into France, 
thence into Spain and Portugal with his 
precious gems. Later, the broker was 
fortunate in getting on the Washington 
bound to this country, having first 
shipped the diamonds to Hall Bros. Co. 
by Clipper. 

q Frank Brandau, Elyria, O., jeweler, 
and Mrs. Brandau, are motoring to the 
Pacific Coast. 

q Employees of John M. Roberts & Son 
Co. are either coming or going on vaca- 
tions. John M. “Jack” Roberts III and 
family are on a motor trip. Miss Mary 
Rowley, assistant secretary, has_ re- 
turned from Banff, in the Pacific North- 
west, where she enjoyed the cool lake 
breezes. August Havekotte is back from 
Florida, and J. W. Eckles, manager of 
the watch repair department, is on his 
way to Florida. J. Loughrey Roberts, 
head of the company, reports excellent 
business. 

q Two children of Thomas MacGregor, 
John M. Roberts & Son Co., were mar- 
ried during the past few weeks. 

q J. Harvey Wattles, head of W. W. 
Wattles & Sons Company, Wood St., 
and Mrs. Wattles, came on to Pittsburgh 
from Washington, D. C., to attend the 
funeral of Nathan G. Eyster, Ben Avon, 
Pa. Mrs. Wattles and Mrs. Eyster are 
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sisters. Later, the Wattles departed for 
a vacation in New England. 

q Paul S. Hardy, president of the 
Hardy & Hayes Co., Wood St., an ar- 
dent admirer of Wendell L. Willkie, at- 
tended the Republican National Conven- 
tion in Philadelphia in June. Mr. Hardy, 
who spent some time with the Republi- 
can nominee, says that Willkie has a 
marvelous personality and that he looks 
for him to completely captivate the pub- 
lic as the campaign progresses. 

q Edwin L. Stein, of Grafner Bros., 
wholesale jewelers, Liberty Ave., and 
Mrs. Stein are building a new home in 
Baldwin Highlands near the South Hills 
Country Club. Robert Ruben is vaca- 
tioning at Atlantic City. 

q E. J. Hirschinger, George Dittrich 
and H. F. Brooks, of the Samuel Wein- 
haus Co., wholesale jewelers, Liberty 
Ave., have returned from vacations. 

q Edward De Pascale, Meadville, Pa.; 
Clark Marshall, Leetonia, O., and George 
L. Cogley, Freeport, Pa., were among 
out-of-town retailers to call upon local 
wholesalers recently. 

q Elmer Lang, of the Samuel Weinhaus 
Co., and Miss Jane Andrews, this city, 
were married June 26. The happy young 
couple spent their honeymoon in Wash- 
ington, D. C. 

q The Allegheny County Guild No. 1 of 
the Horological Association of Pennsyl- 
vania, Inc., will hold its first annual 
basket picnic on Sunday, Aug. 11, at 
Franklin Grove, Camp Horne Road, 
North Side, Pittsburgh. Food may be 
purchased on the grounds by those who 
don’t care to bring lunches and free re- 
freshments will be dispensed throughout 
the day. Races and contests, for young 
and old will begin at 10 a. m., and a 
mushball game will be held in the late 
afternoon. There is a modern swimming 
pool on the grounds. After dinner there 
will be dancing and a jitter-bug contest. 
All watchmakers, jewelers and_ their 
families and friends are invited. 





Jewelry Store "for Sale" 


Charles Simpson, 70, who was afforded 
considerable publicity in connection with 
the operation of a small jewelry and 
watch repair shop for many years inside 
the walls of the Missouri penitentiary, 
is dead. A Kansas City life-term con- 
vict, he placarded his jewelry shop as 
No. 1 Wall Street. 

He repaired watches for convicts and 
guards, as well as others outside the 
prison, and sold jewelry and trinkets to 
convicts and visitors. He carried a 
charge account with a Chicago jewelry 
supply house for stock and supplies. 





Imports During May 


Article Number Value 
Watches and watch 
eee 319,416 $888,118 
Waten parts .....+ re 111,216 
Clocks and clock 
movements ..... 378 5,720 
Diamonds— 
Rough, unset .... 2,074 cts. 105,010 
Cut, WOeet ...% 27,193 cts. 2,070,937 
Pearls— 
fea 21,027 
Cultured or culti- 
ares 21,749 
Other precious and - 
semi - precious 
stones — 
Rough, uncut ... 13,042 
Cwl, UNSOt on cece 270,395 
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«The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade 
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q J. L. Anthony Co., Baker St., has ap- 
pointed Martin M. Stekert as its New 
York representative with his office at 45 
West 34th St. The company manufac- 
tures wire, flat stock and like products. 
q David Weis of David Weis & Co., 
wholesale jewelers, Clark Bldg., Pitts- 
burgh, has returned from a business trip 
through eastern Pennsylvania. 

q J. C. Keppie and Sam E. Hall, Hall 
Bros. Co., have returned from San Fran- 
cisco where they spent some time at the 
plant of Granat Bros., jewelry manufac- 
turers whom they serve as distributors. 
Frank Hall is home from a sojourn in 
Arizona. 

Carl Allen, southern representative of 
the Wahl Pen Co. for six years, has be- 
come associated with Klein Brothers, 
Enquirer Building, Cincinnati, and will 
travel through the southwest territory 
for the firm. 

q William Godfrey, Elgin Watch Co. 
can “take it.” He escaped with only two 
broken ribs in an auto accident near 
Lansing, Mich., recently. His machine 
turned over six times and rolled 225 
feet. Godfrey has recovered and again 
is calling on his trade. 

q Irwin. Harmon has been made a 
permanent road man for Klein Bros. 
Co., Cincinnati wholesalers, and is to 
travel North and South Carolina and the 
Central South. 

q George Eppstein, of the Los Angeles 
office of A. Hirsch & Co., visited the 
home office in Chicago, last month, en- 
route to New York for a business and 
pleasure trip. 

q Alfred Ganz, Chicago representative 
of the Parker Watch Co., suffered a 
double bereavement last month. On July 
2 his father, Arthur Ganz, aged 83, who 
with Mrs. Ganz recently celebrated their 
55th wedding anniversary, died after a 
brief illness, and on July 12, his brother, 
Joseph, died of heart trouble on an “I” 
train while going to his office. 

q George Brasch, Chicago, has fully re- 
covered from his recent illness and is 
again back on the firing line for The 
Ball Co., and will now be calling on his 
old trade as usual. 

q Frank Russel, traveling salesman who 
recently joined the sales force of H. A. 
Wilson Co., Newark, was on an extended 
trip through the Middle West, last 
month. 

q John Neldine, formerly of Everybody’s 
Supply Corp., Philadelphia, is now rep- 
resenting Jos. B. Bechtel & Co., Phila- 








IN THE MAINE SWIM 





J. C.-K.'s roving camera took this one “on 
the spot." George Wert, of Elgin National 
Watch Co., and his wife, Marie, after a 
swim at Lake Maranacook, Me. Only 48 
weeks more till the next vacation, George! 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for August, 1940 








HENIOONIOOAUSOYOENUOOIDAUASUONTENA ENED OUTPUT 


HOME FROM HAWAII 





Representing a big silver company, especially 
if your district happens to include the Pacific 
Ocean, certainly must be a tough life. At 
least, so we judge by the facial expressions 
of the three men whose snapshot above was 
taken aboard the President Roosevelt on 
a recent trip from San Francisco to Hawaii. 
Reading from left to right they are: Tom 
McCready, Pacific Division sales manager, 
R. Wallace & Sons Mfg. Co.; Herb Slaudt, 
Koke-Slaudt Co., Los Angeles, and Doug 
Jensen, International Silver Co. By some co- 
incidence (or was it premeditated?) all three 
have just made a simultaneous selling trip 
to the Hawaiian Islands. Mr. McCready says 
that Hawaii never saw so much silverware 
and jewelry at one time before, as the three 
of them had about 40 trunks of goods be- 
tween them. He also reports that all three 
did a nice volume of business on the trip but 
neglects to state how they made out with the 
hula dancers. 





delphia wholesalers, in Pennsylvania and 
vicinity. 

q Clarence E. Carlstrom, formerly with 
the International Silver Co., and more 
recently in the retail jewelry business 
for himself in Marshall, Mo., has joined 
the sales force of the Benedict Mfg. Co., 
Fast Syracuse, N. Y., and will cover the 
states of Kansas, Oklahoma, Colorado 
and Nebraska. William A. Ryan, for- 
merly with the Universal Picture Corp., 
of New York, and the Fox Film Corp.., 
New York, is another newcomer to the 
Benedict staff. He will represent the 
line in all of the New England states. 

q E. C. McKeen, San Francisco, one of 
the best known salesmen on the West 
Coast in the wholesale and _ retail 
jewelry trade, is renewing old acquain- 
tances, during a combined business and 
pleasure trip, to the manufacturing cen- 
ters along the East Coast. Mac took 
time out to attend the “Willkie” conven- 
tion in Philadelphia—maybe you heard 
him. He says, “while the jewelry dele- 
gation in the gallery had no rehearsal, it 
did a swell job and stuck to the finish.” 
4q Two new representatives have recently 
joined the staff of the Jacques Kreisler 
Mfg. Corp.—Murray Greenbaum, who 
will cover West Virginia, most of Penn- 
sylvania, western Maryland and western 
New York, and Jack Foreman, who will 
travel through the mountain states. 
q.J. Jack Sacks, member of the sales 
force of Simson Bros. Refining Corp., 
Newark, N. J., is now traveling through 
the Midwest and South. This is Mr. 
Sacks’ 20th year on the road. 

q The annual dinner of the Eisenstadt 
Mfg. Co. St. Louis manufacturing 
jewelers, was held July 2 at Meadow- 
brook Country Club, with over 100 em- 
ployees, executives and salesmen of the 
firm in attendance. 


155 





Save Safely 





| with a 
National Jewelers 


Mutual Policy 


+ 





Now protecting the 
| jewelry trade for over 


$17,000,000.00. 
+ 


Write today for complete 


information and costs. 


TAT TY oom 
EWELE 
MAbs @ 


FIRE INSURANCE COMPANY 
JEWELERS INSURANCE BUILDING 
NEENAH, WISCONS| 


A 
R 
IN 


























Be sure to see 
historic Phila- 
delphia — stay 


at the Bellevue 
—one of the 
few world fa- 
mous hotels in 
The 
Bellevue IS 
Philadelphia. 


Reasonable Rates. 


ELLEVUE 
STRATFORD 


IN PHILADELPHIA 
CLAUDE H. BENNETT, General Manager 
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DIAMOND-CUTTING 


expert work... fast service 


Va oF: ar: 0 $ 9.00 per carat 
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4 carat 12.00 per carat 
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'> carat 16.00 per carat 
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KLEIN BROS. 


—As Usuali—Are Presenting the most 
attractive lines, specializing in: 
DIAMOND met: only one quality—THE 


ST—combined with the 
most outstanding mountings. 


JEWELRY—An exceptionally large line of gold and 
fine gold-filled jewelry. 


COSTUME JEWELRY—Latest styles and newest 
items that will attract your 
customers 


“KENWOOD WATCHES’’—Combine popular prices 
wi accuracy an 
style. 


KLEIN BROS. CO. 


WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 
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MISS VANITY 
STREAMLINED DIAMOND RINGS 
For the Fall Bride. Most attractive. Mod- 

erately priced. 
Write for a Selection 
THE D. JACOBS SONS CO. 
811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years 








Diamond Mountings 
and Wedding Rings 


Special order designs on request. 


The Schumer Bros. Co. 


5 East Third Street, 
Cincinnati, Ohio 
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CINCINNATI 


q Walter Barker, Main Street jeweler, 
is convalescing after a protracted illness. 
q K. O. Distad, Corbin, Ky., retailer, 
accompanied by his wife and son, was in 
Cincinnati for several days in July. 
q C. C. Breese, in the retail jewelry busi- 
ness in Franklin, Tenn., was a visitor at 
the recent national optical convention 
held in Cincinnati. 
q A Maryville, Tenn., jeweler, A. E. Mc- 
Cullough, brought his wife and daughter 
to the Queen City on a three-day trip of 
business and social pursuits. 
Convalescing for a time with a sprain- 
ed ankle, Frank L. Hornung, Brookville, 
Ind., retail jeweler, is again up and 
around. He was confined to a Brook- 
ville hospital a short while. 
q John A. Gerwe, president, Gerwe & 
Frohman Co., and Richard Welling, 
Lockland jeweler, are vacationing in 
Lake-of-the-Woods, Canada. 
4q Ray Lear, associated with Bihl Bros., 
Newport, and his bride, the former Miss 
Thelma Wagner, have returned from 
their honeymoon at Niagara Falls. 
q The sympathy of the trade was ex- 
tended to Carl J. Beck, of Beck & Dolf, 
Camp Washington jewelers, upon the 
death of his wife, Harriet on June 24. 
q Julius Spevack, Pensacola, Fla., 
jewelry merchant, formerly of Cincin- 
nati, returned home Independence Day 
after spending a week with friends in 
this city. He was accompanied by his 
wife. 
q Cincinnati delegates to the recent 
Indiana Retail Jewelers and Watchmak- 
ers Associations meetings at Lake Wa- 
wasee, Ind., were H. R. Haerr, Herbert 
Schwab, Morrie Soloman, George Brown, 
Percy Lucas, James Dunn, Robert Sei- 
fert, Clarence Loeb, Norbert Meehan, 
Julian Hesse, A. H. Apking, Robert 
Hengehold, Cherry Fisher and Eugene 
Frommeyer. 
q Cincinnati Guild, Ohio Watchmakers 
Association, held its 85th monthly meet- 
ing, July 12 at Hotel Sinton with Frank 
Foegler giving a technical lecture on 
escapements. A social program followed 
the business meeting, presided over by 
Joseph Besse, president. Associates con- 
gratulated Elmer Fisher, recording sec- 
retary, who is with J. C. Hockett & Co., 
Norwood, on the birth of a son. 
q Charles J. Grift, president of the Cin- 
cinnati Wholesale Jewelers’ and Manu- 
facturers’ Association, reports that the 
association already is organizing its team 
for the annual softball game next year 
with the Town Criers. This season the 
association took first hold on a large 
trophy for downing the Town Criers in 
their softball clash, June 11. For per- 
manent possession of the trophy, either 
team must win three years consecutively. 
q The Cincinnati Town Criers swam, 
boated and ate beef stew at a stag party, 
July 12, at the Gym Boat Club. Ar- 
ranging the event was a committee con- 
sisting of Clarence Loeb, chairman; 
Charles Despecker, Herb Schwab and 
Norbert Meeham. Those attending the 
party included Mayo Loeb, Norbert 
Mecklenborg, Buddy Knight, Robert 
Stocker, Pat Jockers, Ralph Goebel, 
Clarence 
Charles Hummel, Charles Payne, Charles 
Despeker, Charles Rauch, Herbert 
Schwab, Harry Schwettmann, Julian 
Hesse, Jake Davis, Jack Wolf and Bill 
McGreevy. 
q Two Negro women were indicted by 
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the Hamilton County, Ohio, Grand Jury, 
in its last report, on the charge of hay- 
ing assaulted to rob Jacob Reinstatler, 
72-year-old Cincinnati jeweler. One wo- 
man was captured after police officers 
followed a trail of blood from the 
jewelry shop to a house where she al- 
legedly .was found, one arm punctured 
by a bullet. Reinstatler had fired three 
shots at the women as they fled after 
hitting him with a blackjack. The 
Negro pair wanted to “see some dia- 
monds,” then asked to look at clocks and 
as Reinstatler turned to get a clock, one 
of them blackjacked him, the assistant 
prosecutor charged. The assault oc- 
curred May 6 at Reinstatler’s store, 846 
Clark St. 


Dinner For Fred G. Gruen 


4q Gruen Watch Co. representatives from 
all parts of the United States and 
Canada attended the recent testimonial 
dinner tendered Fred G. Gruen, retiring 
chairman of the board of the local watch 
firm. Gruen, former president of the 
concern, remains a director. He has 
been associated with the company more 
than 45 years, serving as president from 
1911 to 1935 and as board chairman 
since. His brother, George J. Gruen, 
with the company 40 years, succeeds him 
in the latter capacity. The retiring 
chairman was presented with a gold 
watch and two traveling bags by Ben- 
jamin S. Katz, president, on behalf of 
the firm. 





A. Sauer & Co. Expanding 


A 25 per cent expansion in office space 
is underway at the plant of A. Sauer & 
Co., jewelry and leather strap manufac- 
turers, Glenn Bldg., Fifth and Race Sts. 
Albert Sauer, president, said the firm 
was taking over the entire seventh floor 
of the Glenn Bldg., occupying at present 
only a portion of that floor. Sauer ex- 
plains the expansion was made necessary 
by the increased business, growing out 
of the public’s demand for and recogni- 
tion of finer jewelry and leather prod- 
ucts. The enlarging will be completed 
sometime late in August. 


Busload to Attend Trade Show 


Arrangements are being made by the 
Greater Cincinnati Jewelers’ Association 
to charter a special bus to transport be- 
tween 25 and 30 of its members to the 
ANRJA-NACJ convention in New York 
City, the week of Aug. 26. 
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artha Lawton, the attractive daugh- 
Rage Carl Lawton, of Saxton Co., 
wholesale jewelers of Boston, holds the 
championship in the Lawley 15-footers, 
of the Hingham Yacht Club for the fifth 
straight time. She showed the way to 
the men skippers over the five-mile 
course, as she tillered her Marlot to vic- 
tory in one hour, ten minutes, with the 
runner-up forty seconds behind. 
q The Waltham Watch Co., on June 28, 
the last day before the annual vacation, 
distributed bonus checks amounting to 
$41,000 to its 2100 employees. This 
years’ checks were the fifth to be re- 
ceived as extra compensation since 1937. 
Employees listed on the payroll of Jan. 
1 received $20 and newer members of 
the force were given $10. The factory 
reopened July 15. ; - 
q Among the north shore jewelers in 
search of novelties were, William Blanch- 
ard, of Gloucester, R. M. Cook, Marble- 
head, and the Brown Jewelry Co. of 
Newburyport and Portsmouth. 
q Vincent Chapman of the Jewelers’ 
Board of Trade, and family, will sum- 
mer at Popponset Beach, on the Cape. 
Vincent says, “me for the life of a her- 
mit—for two weeks.” 
q Pryor W. Percival, of the sales force 
of D. C. Percival Co., wholesale jewel- 
ers, here, and son of David C. ‘Percival, 
president of the firm, was married June 
29, to Mrs. Evelyn Luke Hatch, of Mal- 
den, at The First Universalist Church 
in Lynn. Mr. and Mrs. Percival, left 
for their wedding trip to Banff, Lake 
Louise, and the West Coast, after which 
they will make their home on Walling- 
ford Road, Marblehead Neck. 
q Heard in the Jewelers Building, 373- 
387 Washington St.: Jimmie Hossley is 
annoying the fish while at his summer 
camp at Lakeville. ... H. A. Whittum 
and family are at their summer home in 
Oxford, Me. . . . Arthur Hardy chose 
Woonsocket. Bill Rushton went 
North to Canada. . . . Stuart McKenzie 
kept his hideaway a secret. .. . L. Ernst 
and family were down on the Cape... . 
Herbert S. Crutchfield will sojourn at 
Beverly, N. J. . . . George Brannon is 
studying the road maps for the most di- 
rect route to the San Francisco Fair. 

- Brad Hutchinson and family will 
cover the wide open spaces, touring New 
York State. ... H. W. Stranger likes the 
old ocean as it rolls in at Gloucester. . . . 
Eugene Sanger and family secure their 
thrills at Marblehead. ... L. F. Per- 
cival, Jr.. was one of the crew on the 
Eastern Yacht Club cruise along the 
coast of Maine. . . . Leslie L. Briggs and 
family still maintain Marion is their 
ideal. . . . Roy Springer says the best 
time to wash a fishline in the Cape Cod 
Canal is around 8 a. m.... F. E. Ham- 
merquist and family enjoy the country 
around Alton Bay. ... Henry Kamlot 
and family took in the World’s Fair 
while on a trip to Philadelphia. . . . Dan 
Curren and Arthur Wright accompanied 
by their wives, toured the White Moun- 
tains. .. . Ruby Cohen and family cover 
the trails along the North shore beaches 
of Massachusetts and New Hampshire. 
ee Carl Lawton, John Baker oe Bert 
Briggs expect to tease and feed tuna in 
Ipswich Bay... . H. F. Weiler again 
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takes to the mountain trails, starting at 
Crawfords Notch. . . . George Fletcher 
drops bowling for farming at Fitzwil- 
liam, N. H., during the summer months. 
... Ellsworth Reed and family get back 
to nature down on the Cape. . . . How- 
ard Wright and John Derby who prac- 
tice every week-end on the links, claim 
to be in A-1 condition to defend their 
championship of Saint Albans. 


Bay State Horologists Want Licensing 


The Merrimack Valley Horological As- 
sociation of Massachusetts is trying to 
enroll all watchmakers in the association, 
in order that personal contacts may be 
made with all state senators and repre- 
sentatives before the beginning of the 
1941 session of the legislature, at which 
there will be an attempt to get a watch- 
maker licensing law for the state. 





This active group, associated with the | 


U.H.A., with members in Lawrence, 
Lowell, Haverhill, Merrimac, Newbury- 


port and North Andover, has the follow- | 


ing officers: Warren Kunz, Lowell, presi- 
dent; William Duncklee, Lowell, vice- 
president; John Caten, Lowell, secretary; 
William Upton, Lawrence, treasurer; 


Raymond A. Ricard, Lowell, correspond- | 
and Edmond bBelley, | 
Lowell; Henry Reeney, Lowell, and Leon | 
executive board | 


ing secretary; 


Mesrobian, Lawrence, 


members. 


Federal Trade Rulings 


The Federal Trade Commission, dur- 


ing recent weeks, has announced the fol- | 


lowing orders and stipulations, pertain- 
ing to firms engaging in the jewelry 
trade or handling jewelry store merchan- 
dise: 

SCHLESS-HARWOOD COMPANY, INC., 2 
West 46th St., New York, agrees to cease 
representing that the diamonds and dia- 
mond rings which it sells are perfect “in 


accordance with the required standards | 
or | 


of the Federal Trade Commission,” 
that they meet or conform to the “Fed- 
eral Trade Commission Standard.” The 
respondent corporation also. stipulates 
that it will cease employing the name 
“Federal Trade Commission” in its ad- 
vertising, on its tags or in any way 
which may imply that the Commission 
has examined and approved the articles 
designated. The stipulation points cut 





that the use of such forms and tags was | 


a deceptive act and practice insofar as 
the wording thereof indicated or implied 
that the Federal Trade Commission had 
in some way examined and approved the 
diamonds referred to, contrary to fact. 
(Stipulation 2864.) 

ALGREN MANUFACTURING COMPANY, 
InNc., 8 Washington Place, New York, was 
ordered to cease employing the term 
“gold filled’ or any similar term, as a 
designation for wrist watch buckles, un- 
less such buckles shall have an alloyed 
gold content of one-twentieth by weight 
of 10-karat gold. (Order 3200.) 

POPULAR PUBLICATIONS, INC., 205 East 
42nd St., New York, has been ordered by 
the Federal Trade Commission to dis- 
continue certain representations in the 
sale of rings. Findings of the Commis- 
sion are that the respondent represented 
that the stones contained in the rings 
sold by it as “Lucky Birthstone Rings” 
are the real birthstones, such as garnet, 
amethyst and aquamarine. when in truth 
they are imitations of such stones. Under 
the order, the respondent is to cease 
representing, directly or by implication, 
that the rings sold by it are set with 
precious or semi-precious stones identified 


as the birthstones for the _ respective 
months of the year. (Order 4077.) 
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4, C. 3 rrctual & Cao. Inc. 


S ,“_\ |: DIAMONDS 

CLOCKS - JEWELRY : SILVERWARE 
373 N Z _ BOSTON 
WASHINGTON ST. ( MASS. 


“The House of Perwi 
|- ALBERTS 


SONS, INC. 


WATCHES - + Qe, 





be 





Serving Jewelers in New En- 
gland and New York State with 
complete wholesale stocks. 


a 





Prompt Shipment of Your] 
Orders for 
ELGIN —- HAMILTON - 
WALTHAM WATCHES 
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1. ALBERTS SONS, Inc. 
SY 373 WASHINGTON ST. BOSTON gy 








BABY SHOES METALIZED 


Finest work—Guaranteed. Retail prices Bronze, 
$2.50; Silver, $3.50; Gold, $4.50. Prompt delivery. 
Samples furnished. 


ART PLATING WORKS 
416 E. 8th St., Los Angeles, Calif. 
Silversmiths and platers 


Formerly with Shreve Co., and the 


Est. 1921. 
Gorham Co. 














TY AY I Oe 


STERLING 














MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 
For further information address: 
Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 





. 
ce ae Se 
Karat Gold on Sterling 
and STERLING SILVER 
REAL STONE JEWELRY 
W. E. RICHARDS CO. 


ATTLEBORO, MASS 
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Where to Buy 
IMPORTED 
China and Glass 








THEODORE HAVILAND 


CHINA DINNERWARDB 
Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Ine. 
26 W. 28rd St. New York 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 





162 Fifth Avenue, New York City 











ROYAL DOULTON 
English Bone China and Earthenware 


THOS. WEBB & SONS 
Wand made English Crystal 


IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 


FINE 4 CHINA 
Finer ioneda, 


Famous the World Over 
Available from New York Stocks 


ROSENTHAL CHINA CORP., 149 Sth Ave., New York 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 


ROYAL ALBERT CROWN CHINA, England 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. Great 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 
Importers, 105-107 Fifth Ave., New York 


EDWARD BOOTE 


35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 


SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd §S ork, N. Y¥. 


W. E. LINDEMANN 


GLASS 





























CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
‘ VASES BOWLS 
GIRANDOLES LAMPS 
FROM STOCK 


225 FIFTH AVENUE, N. Y. 








OBITUARIES 


Srepnen D. Bartietr died of a heart 
attack July 15, at his home in Boston. 
Mr. Bartlett had been associated with 
downtown jewelry trade in Boston for 

many years and for the last five with 
H. S. Crutchfield, 387 Washington St. 
He was a member of the Boston Com- 
mandery, K. T., and well known in New 
England Masonic circles. 

Lovis A. Brerrincer, 62, president of 
the American Chime Clock Co., and of 
Breitinger & Sons, 1669 Ruffner St., 
Philadelphia, died last month at his 
home from a heart ailment, after a three 
weeks’ illness. He began in the manu- 
facture and importation of clocks 36 
years ago. He was an officer in building 
and loan associations. 

L. Frep, 75, of L. Fred & Sons, credit 
jewelers of Waco, Texas, died June 23, 
after a week’s illness. Born in Poland 
Russia, he came to Waco in 1876 and 
entered the jewelry business in the late 
90’s. He is survived by his widow and 
five children. 

Frep Govupey, of Everett, Mass., for 
over thirty years associated with 
Schreve, Crump & Low Co., Boston, and 
recently retired, died at his home June 
22. He was a familiar figure at all 
local trade functions. 

Cuarvtes Hunssercer, 68, for 53 years 
an engraver with Bailey, Banks and 
Biddle Co., Philadelphia, died July 22. 
He became ill in 1937 shortly after being 
feted for a half century of service, but 
he continued to work until last January. 
He was a tenor soloist with a number of 
church choirs. 

J. W. Jorpan, Sr., a jeweler of Dunn, 
N. C., died June 17. He had retired 
from active business, and the store is 
being conducted by his sons, J. W. Jor- 
dan, Jr., and Robert Jordan. 

Frank J. Kremenvtz, 87, retired head 
of the Newark optical frame making 
firm which bears his name, died July 
22, after a long illness. For many years 
he had been associated with his brothers 
in Krementz & Co., Newark, manufac- 
turing jewelers, until he started his own 
business. Two daughters survive. 

Wituiam A. Lamprecut, Jr., 47, one 
of the best known retail jewelers of 
9 ge and president of the Illinois 

R.J.A. this year and last, died suddenly 
at his home, 5737 Virginia Ave., Chicago, 
early on the morning of June 28. He 
had retired the night before in apparent 
good health, He had managed Wm. 
Lambrecht & Son, 1958 Milwaukee 
Ave., since the death of his father a 
few years ago. He was active in trade 


The late William A. 

Lambrecht, Chi- 

cago, who headed 
the Illinois RJA. 





activities and was re-elected president 
of the state association in May. He took 
a prominent part in all neighborhood 
civic affairs, was active in church work, 
a faithful member of Tonti Council, 
K. of C. He is survived by his widow, 
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Josephine; his daughters, Josephine and 
Mary; a son, Billy, and two sisters. 
Max Levin, 42, head of Mallove’s 
Jewelry and Gift Store, Middletown, 
Conn., died of a broken neck following 
a two-car collision on July 11. Mr, 
Levin was also president and treasurer 
of the Connecticut Beer Distributors, 
Inc., and the Connecticut Novelty Co, 
He was active in Jewish welfare work, 


Rosert MacKenzirz, 59, watchmaker 
at 56 W. 45th St., New York, apparently 
the victim of a heart attack, was found 
floating in Long Island Sound on July 
10. He was a widower. 

R. H. Marswatt, 82, retired jeweler of 
Shrevesport, La., died June 27. 

W. R. Marsn, 75, retired jeweler of 
Nunda, N. Y., for many years, died at 
the home of his daughter in Atlanta, Ga. 
Funeral services were held in the Nunda 
home, July 4. 

Harry J. Merz, southern representa- 
tive of the Wahl Pen & Pencil Co., was 
killed in an automobile accident near 
Georgetown, Ky., on July 9, and 11 
days later his mother, Mrs. Matilda 
Metz, 84, of Cincinnati, died of natural 
causes. Metz met death as he was re- 
turning to his territory in the Southern 
states, following a vacation in Cincin- 
nati. 

Harry L. Mirrar, 48, importer, of 
2490 Calvert Ave., Detroit, Mich., died 
June 29. 


Henry J. Snyper, 83, retired Cincin- 
nati jeweler, died of a heart ailment 
following a year’s illness. 

Jutrus M. Srrass, 66, Atlantic City 
jeweler, died suddenly on July 11. 

Grorce Wotr, 85, for 50 years a 
jeweler with the former firm of Riker 
Brothers, of Newark, N. J., died July 4 
at his home in East Orange. 


Leonarp A. Van Ess, 84, operator of 
a clock and watch repair business in 
Milwaukee for 60 years, died July 7, 
at his home in that city. For 46 years 
Mr. Van Ess conducted a_ jewelry 
store at 1129 N. Water St. 


Artuur A. Wetter, treasurer of the 
Mason Box Co., Attleboro, Mass., died 
suddenly July 2 while attending a con- 
vention in New York. Mr. Weller had 
been prominent in business, civic and 
fraternal affairs in North Attleboro for 
many years. 














Where to Buy 
DOMESTIC 
China and Glass 








HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
Y. Office: 542 5th Ave. 





OLD WATBRFOERD 











LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton, N. J. 








LENOX, INC. 
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Directory of Trade Associations 
NATIONAL 


The numes given in each case are those of the president and secretary. 





Jeweled Watch Manufacturers Association—C. M. Kendig, c/o Hamilton 
anu tch Co., Lancaster, Pa. 
wn... Jewelers’ Protective Association—Meyer D. Rothschild, 6 W. 48th St.; 
Walter N. Kahn, 608 Fifth Ave.; Ann W. Jay, Asst. Secy., 17 W. 45th 
St.. New York City. 
American National Retail Jewelers’ Association—Myron Everts, 1616 Main St., Dallas, 
Tex.; Charles T. Evans, 22 W. 48th St., New York City. 

American Watch Assemblers Association—Oscar M. Lazrus, Reaves Watch Co., 200 
Hudson St., New York; I. Robbins Kornbliet, 347 Madison Ave., New York, 
executive secretary. 

Gretherhens ef Traveling Jewelers—Bernard J. Clark; Archer L. Chapin, c/o Larter 

, 88 Parkhurst St., Newark. N. J. 

pam. ceed Association—J. J. Kennedy, Toronto, Can.; 
mond St., W. Toronto, Canada, 

Cleek Manufacturers’ Association of America—S. I. lerguson, c/o General Time 
Instruments Corp., 109 Lafayette St., N. ¥. C.; J. M. Ivory, 90 Broadway, 
New York City. 

gastern Manufacturers and Importers Exhibit, Ine.—A. Stanley Brussel, 225 Fifth 
Ave.; George F. Little, Managirg Director, 220 Fifth Ave., New York City. 

Gemological Institute of America, 541 S. Alexandria Ave., Los Angeles, Cal.— 
Edward F. Herschede, 8 W. 4th St., Cincinnati, O.; George C. Brock, c/o 
Brock & Co., 517 W. 7th St., Los Angeles. 

Horological Institute of America—Howard I. Beehler, Lancaster, Pa.; R. E. Gould, 
c/o National Bureau of Standards, Washington, [i 

The Jewelers Board of Trade—Howard L. Carpenter, Albert Walker Co., 202 Washing- 
ton St.; Horace M. Peck (also treasurer), Turks Head Bldg., Providence, R. I. 

Jewelry Industry Publicity Board—Kenneth I. Van Cott; William D. MeNeil, secre- 
tary, 366 5th Ave., New York City. 

Jewelers’ Security Alliance—Walter Eitelbach, 608 Fifth Ave., New York; James H. 
Noyes, 535 Fifth Ave., New York. 

Jowslers’ Vigilanee Committee—G. H. Niemeyer, 82 Fulton St.; A. L. Woodland, 

5 Maiden Lane, New York City. 


. J. Leach, 73 Rich- 


eat Crafts Association-—Rawson L. Wood, c/o J. R. Wood & Sons, Inc., 216 E. 
45th St., New York; Henry L. Sperling, 20 W. 47th St., New York City. 


Machine Chain Mfgrs. Assoeiation—Gottlob Armburst, Armburst Chain Co., Ine, 
= ey 3 St.; Henry Goeckel, Pilling Chain Co., 140 Benedict St., Provi- 
lence, 

Metal Findings M facturers’ Association—Joseph P. Whitaker, c/o Whitaker-Field- 
ing Co., 35 Baker St., Providence; W. A. H. Wells, Wells Findings Corp., 80 
Clifford St., Providence, R. I 

National Association ef Credit Jewelers—Ralph E. Roessler, 102 E. 4th St., Marion, 
Ind.: J. Frank Newman, 31 N. State St., Chicago, Ill. 

National Costume Jewelers Association—Leo F. Krussman, c/o Trifari, Krussman & 
Fishel, Inc., 460 W. 34th St., N. Y¥. C.; Nat Levy, c/o Nat Levy-Urie Mandel 
Corp., 411 5th Ave., N. Y. C. 

National Gift and Art Association-——Henry Underberg, 225 5th Ave., New York; 
George F. Little, 230 Fifth Ave., New York City. 

renters Jewelers Mutual Fire Insurance Co.—i.eonard M. Nelson, Madison, Wis. ; 

. W. Anderson, Neenah, Wis. 


National Wholesale Jewelers’ Association—Lloyd G. Pattee, S. H. Clausin & Co., 
Minneapolis, Minn.; George A. Fernley, 505 Arch St., Philadelphia, » * 


New England Manufacturing Jewelers’ & Silversmiths’ Association—Willard A. Orms- 
bee, Taunton Pearl Works, Taunton, Mass.; Lewis S. Chilson, J. M. Fisher 
Co., Attleboro, Mass. 

Precious Stone Dealers Association—Leopold Nathan, 71 Nassau St.; Isidor Lassner, 
10 W. 47th St., New York City. 

Sterling Silversmiths Guild of America—Roy Wilcox, International Silver Co., Meriden, 
Conn. ; Alexander Vincent, 20 W. 47th St., New York City. 


United Horological Association of America—J. Phillip Sommer, Pittsburgh, Pa.; 
O. KR. Hagans, 3226 E. Colfax Ave., Denver, Colo. 





STATE 


The names given in each case are those of the president and secretary. 


en" oo ay Association—Charles Bromberg, Bromberg & Co., 218 N. 
St.; F. W. Anderson, Jobe-Rose Jewelry Co., 1917 2nd Ave., N., Birm- 
pw Th is 

Arizona Retail Jewelers’ Association—Harry Rosenzweig; Newton Rosenzweig, Phoenix. 

Arkansas Retail Jewelers’ Association—Hoyt T. Purvis, Jonesboro, Ark.; John Stinson, 
Jr., Camden. 

Associated Credit Jewelers of New York and New Jersey—C. M. Bradbury, Royal 
Diamond & Watch Co., 24 W. 40th St.; Wm. Wagner, 45 W. 34th St., New 
York City. 

California Horological Association—John J. Nooyen, Santa Monica; Roland C. Wilson, 
San Diego. 

California Retail Jewelers’ Association—George R. Finley, Compton; W. R. Burke, 
2199 Shattuck Ave., Berkeley; Arthur H. Dibbern, 213 S. Glendale Ave., Glen- 
dale, executive secretary. 

Colorado Retail Jewelers’ Association—Wolf Hansen; O. R. Hagans, 3226 E. Colfax 

ve.. Denver. 

Connecticut Horological Association—Charles Stowe, Hartford; T. W. Burt, Willimantic. 

Conneeticut Retail Jewelers’ Association—Frank L. Wilson, Danbury; Emil Weber, 
39 Colony St., Meriden. 

ae oa Jewelers’ Association—H. F. Underwood, Palatka; G. W. Lawton, 

ando. 

Georgia Retail Jewelers’ Association—Claude S. Bennett, Atlanta; E. A. Morgan, 118 
Alabama St., S. W., Atlanta. 

Horolegical Association of Arizona—Max Reiter, Phoenix; George L. Burgess, 16 N. 
2nd Ave., Phoenix. 

Horelogical Association ef Georgia—Rudy L. Schneider, 107 Peachtree St., Atlanta. 

Horelogieal Association of Idaho—Charles A. Braun, 434 State St., Weiser; Lester 

Hamilton, Nampa. 
a Association of lowa—E. L. Berner, Fort Dodge; Perry Berglund, Sioux 
seen Association of Kansas—P. E. Loomis, Newton; D. A. Wells, 315 W. 18th 
- Hutchinson. 

sanetegtans Association of Nebraska—Ashley W. Conger, Grand Island; Clarence 
Bleyle, Hastings. 

Herelegical Association of Virginia—Theron 0. Sower; Richard V. Bailey, 231 Granby 
S8t.. Norfolk, Va. 

aes | Retail Jewelers’ Asseciation—William Lambrecht, Jr.; Henry T. Mortensen, 

Rm. 304, 10 S. Wabash Ave., Chicago. 

Indiana Retail Jewelers’ Association—Irving Chayken. Hammond; H. Elmer Lodde, 
419 Main St., Lafayette; Herman L. Lodde, Indianapolis, mer. dir. 

lowa Retail Jewelers’ Association—Louis Prastka, 122 3rd Ave., 8. E., Cedar Rapids; 
Wallace G. Boyson, 213 3rd Ave., S. E., Cedar Rapids. 

Kansas Retail Jewelers’ Association—Frank Pfeiffer, Parsons; William J. Glick, 
Junction City. 

Kentueky Retail Jewelers’ Association—Nolte C. Ament, Louisville; Percy B. Stith, 
329 Guthrie St., Louisville, secy.-treas. ™ 

Louisiana Retail Jewelers’ Association—Ralph Hereford, 218 Baronne St., New 
Orleans; S. Goldberg, Rider Jewelry Co. » 161 Third St., Baton Rouge, acting 
secretary. 

a ee DP Jewelers’ Asscciation—E. J. Eno, Skowhegan; Stanton R. Francis, 

Maryland- Delaware and District of Columbia Jewelers’ Association—Sidney M. Selin- 

. ee Washington, D. C.; Elwood A. Davis, 831 Market St., Wilmington, Del. 

assachusetts Horological Association—Henry Desjardin, 

Bright, Walthom Mace y Desjardin, Beverly; Col. William H. 
Massachusetts & Rhode Island Retail Jewelers’ Association—Frederick 'T. W idmer, 31 

bead St., Boston; Frederick W. Bird, Boston; John H. Peterson, Needham, 

Master Watchmakers of Colorado, Ine.—Ernst Pete 162 
Hagans, 3226 E. Colfax Ave., Denver. ee a ee ee an 

Master Watehmakers Association of Ilinois—Harold J. Frisbie, 619 S. Pine St., 
Freeport, secretary. 

Master Watchmakers’ Association of Oregon— 

Wek’ hen” Ween gon—R. E. Drews; H. Sabro, 6335 S. E. 
Michigan Retail Jewelers’ Association—Paul Morrison, Kalamazoo; Howard Doxtader, 
“ 210 E. Grand River Ave., Lansing. 

chigan Watchmak A tion—-s A 

Grand Reotae ‘s Stanley Gaver, Grand Rapids; Brayton Lemon, 

Minnesota Paul Watchmaker’s Association—W. W. Luce, Duluth; C. W. Gaskell, 


St. 





Maen Retail Jewelers’ Association—Earl Barker, Bemidji; Lester B. Johantagen, 
016 W. Broadway, Minneapolis. 

pam. Horological Association—Ray Gable, St. Louis; Joseph Obermann, c/o Heffern- 
Neuhoff, St. Louis 

Missouri Retail Jewelers’ Association—Phil Dahlmeyer, Jefferson City; Fred Sands, 
Diercks Bldg., Kansas City. 

Nebraska Retail Jewelers’ Association—T. A. Martinson, Grand Island; Charles J. 
Stiastny, Lincoln. 

New Hampshire Retail Jewelers’ Association—teonard H. Vancore, Colebrook; Mrs. 
Addie Fiske Goodell, Epping. 

New Jersey Retail Jewelers’ Association—L. J. Rad, 639 Bergenline Ave., West 
New York: Henry C. Gelula, 1532 Atlantic Ave., Atlantic City. 

New Mexico Retail Jewelers’ Association—Paul R. Gantz, Silver City; Hoyt V. Hat- 
field. Box 624, Albuquerque. 

New York State Retail Jewelers’ Association—Leon Davis, Binghamton; E. Lathrop 
Sunderlin, 74 East Ave.. Rochester. 

New York State Watchmakers’ Association—J. L. Roehrich, 599 5th Ave., New York; 
John De Vogel, 20 S. Pearl St., Albany. 

North Carolina Retail Jewelers’ Association—James by Fox, Rocky Mount; William G. 
Frazier, Jr., 121 W. Main St., Durham, N. 

North Carolina State Horological renal «scr aml G. Ballard, Box 596, Wilson, 
secretary. 

North Dakota Retail Jewelers’ Association—C. A. Bonham, Bismarck; Iver Larson, 
Mandan. 

Ohio Retail Jewelers’ Association—Henry W. von Unruh, 932 E. McMillan St.; 
Clifford P. Simper, 705 Vine St., Cincinnati. 

Ohio Watchmakers’ Assoeiation—L. W. Heimberger, 245 S. High St., Columbus; 
Claude P. Neff, Akron. 

Oklahoma outst Association—G. C. Heidinger, Sapulpa; C. D. Hurst, 118 
N. h St., Oklahoma City. 

Oklahoma tal Jewelers’ Association—Willis D. Waugh, Okmulgee; H. V. Grits, 

nid. 


Oregon Retail Jewelers’ Assoclation—Albert Molin, Portland; Edward N. Weinbaum, 
824 S. W. 5th Ave., Portland. 

eee Horological Association of—George Niesslien, 514 Clark Bldg., Pitte- 
burg . P. Sommer, 1524 Beaver Ave., Pittsburgh. 

Pennsyvania Retail Jewelers’ a gs R. Rogalsky, Bradford; Frank C. 

Bayer, 17 E. Market St.. York. 

Retall Jewelers Association of Western a ctintinadiieiad D. Helfer, 715 Liberty 
Ave., Pittsburgh; Herman M. Hollander, Plaza Blidg., Pittsburgh, managing 
director. 

Rhode Island Horological Association—Joseph H. Coutu, Olneyville. 

South Carolina Retail Credit Jewelers, Inc.—C. M. Brooks, Spartansburg; B. N. 
Brown, Laurens. 

South Carolina Retail Jewelers’ Association—Rufus D. Lewis, Spartansburg: Rudolph 
J. Ortman, Charleston. 

South Dakota Retail Jewelers’ Association—Carl R. Damuth. Redfield, acting secretary. 


ae Retail Jewelers’ Association—C. C. Breese, Franklin; D. M. Meeks, Dyers- 
urg. 


Tennessee Watchmakers & Jewelers Association—S. George Cochron, Nashville; Ralph 
Langreck, 42 Arcade, Nashville. 

Texas ann Jewelers’ Association—Sankey Park, Bryan; B. L. Turner, Corpus 

risti. 

Vermont Retail Jewelers’ Assoclation—Napoleon 0. Cote, Bellows Falls, president; 
Wayland Bristol, Vergennes. 

Virginia Retail Jewelers’ Association—Harry George, Jr.. Keller & George, Charlette- 
ville; Frank L. Moose, 207 S. Henry St., Roanoke, Va. 

Washington State Retail Jewelers’ Association—M. M. Cohan, Spokane; Dr. W. J. 
Hindley, Lloyd Bldg., Seattle. 

Watchmakers Association of Indiana, Ine.—H. W. Schaefer, Indianapolis; Robert W. 
Smiley, 620 Oregon St., La Fayette. 

Wee Association of Kentueky—S. H. Shaw, 305 Mid-West Bldg., Louisville, 
president. 

Watchmakers Association of New Jersey—George Doehrmann, Elizabeth, N. J.; C. E. 
Cashmore, 812 Chestnut St., Roselle, J. 

West Virginia Retail Jewelers’ Association—A. I. Polan, 708 K: 
ton; William Caplan, 318 W. Pike St., Clarksburg. 
bien ~ Jewelers’ Association—Sam Dalin, West Allis; A. W. Anderson, 

eena. 
Wisconsin Watehmakers Association—R. L. Avery, Applet 
35th St.. Milwaukee. _ ne ye 
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FINE GOLD 
PALLADIUM 


GOLD 
STANDARD 


IS 999.75 PLUS 


and other standards of fineness maintained 


in all our other metals 


PLATINUM 
IRIDIUM 


Ruthenium — Rhodium — Osmium — Silver 
Platinum in all degrees of hardness 


Platinum and Gold Solders 


Stamped with the K & L guarantee of Quality 














WE SOLICIT YOUR 

SWEEPS — FILINGS 

SCRAP GOLD AND 
PLATINUM 





Kastenhuber & Lehrfeld 


SMELTERS AND REFINERS 
24 JOHN ST. 


NEW YORK, N. Y. 











The Terminal Watch, Clock and Jewelry 
Shop, N. Y., received a letter in which 


bhe Customer said: 


“I have shown several friends the charts made by 
my watch on your machine. They were deeply 
impressed by them as well as the accuracy of your 
repair work. You can guess where they will take 
their watches when they need fixing.” 


Just one among thousands of cases where the 


Watch master 


is building patronage and reducing costs 
See it at the New York Convention, Booth 216 


580 Fifth Ave. * 


Distributor of Western Electric Watch-rate Recorders. 





American Time Products, Inc. 
New York, N. Y. 











THRIFTY 


In his “Poor Richard’s Almanac,’ reputed to 
be the most widely read book in the world 
with the single exception of the Bible, Ben- 
jamin Franklin stressed the virtues of thrift. 







We, too, stress the virtues of thrift at the Ben- 
jamin Franklin Hotel, but not at the expense 
of comfort. Our 1200 large rooms, all with 
bath, are moderately priced. Our food has won 
the praise of visiting gourmets. 








THE 
BENJAMIN FRANKLIN 


PHILADELPHIA’S FOREMOST HOTEL 








GEO. H. 0’ NEIL Managing Director 
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Devoted to the horologist who serves civilization 
by providing accurate measurement of time. 


Bench Efficiency Ups Production 


by B. W. HEALD 
Past president, United Horological Association of America 


UCH has been written about various technical 

subjects but very little about how the watch- 
maker can increase his personal efficiency or his pro- 
ductivity at the bench. We all know of brother watch- 
makers with ability above question, who are unable to 
produce sufficient repairs to obtain a decent living wage. 
Large industrial plants hire efficiency experts (indus- 
trial engineers, they themselves wish to be called). As 
watchmakers, we can hardly hire an efficiency expert, 
so we must find our own deficiencies and find ways to 
increase our own productivity. We must be our own 
efficiency experts. 

The primary objective of the efficiency expert is to 
discover and eliminate all wasted or unnecessary mo- 
tions. In short, he finds ways to “save time” on each 
and every operation. By following this same objective, 
“saving time,” let us scrutinize our work as watch- 
makers and see where we can eliminate wasted motions. 

The first essential to saving time on our job is un- 
questionably to know exactly what we need to do and 
the best way to do it. In other words, we must continue 
to increase our technical knowledge. Conscious effort 
will make each of us more capable both in skill and 
knowledge. Through the reading of many techncial arti- 
cles, we can discover short-cuts and time-saving devices. 
Technical discussions conducted by groups of watch- 
makers in which all take part, are especially rich in 
these helpful ideas. Short-cuts will be helpful only if 
we scrutinize them carefully to make sure they are 
without serious disadvantages. I have in mind staff 
removing tools and fountain oilers, both of which, in 
my opinion, have greater disadvantages than advantages. 
Such are not, then, true ‘‘short-cuts.” May I also cau- 
tion that it is not “‘time-saving’’ to make any alterations 
or repairs until we know, after proper tests, that such 
repairs or alterations are the ones needed. 

Tools must be in proper condition for a watchmaker 
to be efficient. Many watchmakers spend unnecessary 
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How’s Your Efficiency ? 


Yes No 

Are you continually increasing your tech- 
nical knowledge? i & 

Do you keep your tools in first-class condi- 
tion? +e 

Are needed tools placed handily near-by 
during a job, or must you hunt for 
them? 

Is your bench satisfactorily lighted? 

Are your material cabinets well stocked, in 
order, and have you memorized the 
location of their contents? 

Do you systematize your work? 

Have you the habit of working at high 
speed? a Be oe 

Each answer counts 14. A score of 86 in the "Yes" column 
is good, but don't be satisfied with less than seven checks 
of "Yes"! 
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hours on the floor searching for parts snapped away by 
tweezers with rounded edges. Sharp drills and gravers 
will do a job in a fraction of the time taken by dull 
tools. Keeping tools in first-class condition will save 
much more time than it consumes. 
Not only must tools be in proper condition but they 
must be in proper place. The proper place is the handi- 
est place for the job we are doing. Some watchmakers 
have a place for their tools to which they return each 
individual tool immediately each time it is used, which 
might be several times during one job. Other watch- 
makers never return their tools to their place but leave 
them scattered on their benches, necessitating a search 
through all of them each time the particular tool is 
needed. Between these two extremes, we have the work- 
man whose bench is cleared at the start of each job and 
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CONTINUES TO SET OUR 
STANDARD EVEN HIGHER 


Nye’s Oils are produced from ‘‘fish 
to finish’? under our own strict 
laboratory supervision, from the 
finest Porpoise Jaw base. Recent 
improvements have been made in 
the refining process which now 
makes these fine old-established 
watch and clock oils better than 
ever. 
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needed tools left handy on the bench top as long as they 
may be needed. This plan saves precious seconds by 
making less work on each job. 

Proper working conditions can also save many hours 
and increase production. The workman should be lo- 
cated close to all necessary supplies and if he must wait 
on trade, time will be saved if he is close to the counter. 
If persons must pass behind him, interruptions caused 
by persons having to squeeze by should be eliminated. 
Proper lighting is, of course, essential. Nothing less 
than a 60-watt blue daylight bulb or a double tube fluor- 
escent (two 15-watt tubes) will suffice. I personally 
prefer 100-watt blue daylight. Much time can be wasted, 
to say nothing of eye-strain, by trying to see into an 
escapement with insufficient light. 

Proper use of material systems can also save much 
time. Material cabinets must be kept in order, sup- 
plied with material and conveniently located. Little 
additional effort will then be required to memorize the 
number and location of the most used items. Try mem- 
orizing numbers and you will be surprised at the time 
saved and the pride you will feel in your efficiency. 

Additional speed-up can be obtained by systematizing 
your work. As an illustration, in removing plate screws, 
all screws should be screwed all the way out while the 
screwdriver is in hand. Contrast this with the method 
of unscrewing each screw individually, dropping the 
screwdriver and using the tweezers to remove the indi- 
vidual screw before loosening the others. Every job 
should be so systematized that each operation follows 
naturally, and so orderly that if interruption occurs, 
we can tell at a glance just how far we have gone and 
will not even pick up the wrong tool. 

In this connection might I point out that the proper 
time to check on the various operations is as the oper- 
ation is done. For instance, balance jewels should be 
put in tight the first time, every screw turned down 
tight, endshakes and freedoms checked during assem- 
bly, roller jewel tight, upright and free of shellac, 
eanon pinion properly adjusted, hairspring centered and 
leveled, and hands properly adjusted and dial tight. 
These suggestions, while not intended to be all inclu- 
sive, are given to show how, step by step, every opera- 
tion should be done right the first time. Rechecking 
wastes time. 

It is the opinion of the writer that workmen who are 
behind in their work waste many hours picking out the 
jobs that must be done first, and explaining to the cus- 
tomer whose job is left untouched why his watch is not 
ready. Unquestionably, high efficiency demands that 
work be kept up-to-date regardless of the amount of 
work that comes in, because more work can then be 
turned out. 

There is one remaining essential to efficiency which I 
have left to the last for emphasis, that is perhaps the 
most important. This is the habit of working efficiently. 
Every watchmaker who desires to earn a satisfactory 
living at his craft must, of necessity, get the habit of 
efficiency. 

It has been scientifically proven that, with two men 
of equal ability, one may produce much faster than the 
other and yet both expend the same energy. And fur- 
ther, it has also been proven that, through special effort, 
the slower workman can develop an habitual speed equal 
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to that of the faster workman. Effort is required to 
break down the slow-speed habit and to form the higher- 
speed habit. After the habit of faster work is once 
formed, it requires no more effort to work at the higher 
speed. Try timing your work for a week and you will 
be surprised at results. 

During slack periods there is a natural tendency to 
slow down, matching production with the amount of 
work necessary. This breaks the habit of efficiency, 
forming in its place a habit of working slowly. We must 
be forever on guard against this recurring threat to our 
productivity. Make it a rule never to loaf at the bench. 
Every moment we are at the bench we must work efficient- 
ly. During the periods of needed relaxation or when we 
are caught up on our work, let’s leave the bench and 
loaf or relax elsewhere. It is better to go fishing than 
to break down our habit of working efficiently. 

These suggestions are made in the hope that some 
brother watchmaker may find herein some thought that 
he may apply with profit. Unquestionably, there are 
other ways of increasing efficiency, but. if this tends to 
start some watchmaker thinking about efficiency, it has 
served its purpose. 

Let’s dig in, reduce waste time, waste motion, waste 
effort, and develop the habit of efficient production. In 
other words, let’s be prosperous. 


GEM CUTTING IN CEYLON 
(From page 128) 
bid is the purchaser. The difference between the pur- 
chase price and the tendered price is divided equally 
among the other members of the ring. 

“The miners feel that the operations of these rings 
are a menace to the sale. Rings are not compatible with 
open competition, and absence of competition means low 
prices. Strong representations were made to us to de- 
clare all rings illegal. We sympathize with the miners 
in what we agree is a legitimate grievance but we are of 
opinion that the remedy suggested is not practicable. 
The existence of rings is an open secret at gem auctions, 
but their detection is a matter of extreme difficulty. To 
declare rings illegal would be:a bold challenge, but it 
would always remain a challenge to an invisible foe. 

“We are of opinion that remedies to counteract ring 
formation must be less direct to be really effective. Three 
remedies suggest themselves to us; where the owner 
suspects the existence of a ring, he may: 

““(1) fix a reserve price, or 

“(2) enter into the bidding, competing with the ring 
and raising the price to a level considered to be fair, or 

“(3) entrust the auction to government. 

“The first two remedies are only open to an owner 
who is familiar with gem values. In the case of the poor 
miners (‘karuhaulos’) knowledge of gem values is ordi- 
narily beyond them. Their knowledge of gem values is 
measured by the prices realized at gem auctions at which 
the competitive elements are absent. The first two rem- 
edies are thus not open to the ignorant owner. For the 
benefit of this class of person we recommend the adop- 
tion of the third remedy: ‘entrust the auction to gov: 
ernment.’ 

“The auction of gems by government is a solutien 
which we have evolved after a very critical examination 
of the difficulties of the poor and ignorant miners.” 
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OUCAULT PENDULUM—What is a Foucault 
pendulum, and what type clock is it used for? 
(Question No. 5240.) E. E. 

Answer—tThe Foucault pendulum is not a practical 
pendulum for use in clocks. It is a device that shows 
plainly the rotation of the earth, invented by a French 
physicist, Leon Foucault, and first applied in the Pan- 
theon in Paris in 1851. There he suspended a cannon 
ball from the inside of the dome of the building on a 
wire 200 feet long. Beneath the ball a point fastened 
to it was arranged so that as the pendulum swung, the 
point could trace its path through a tray of sand. This 
path was seen to change its direction gradually, due to 
the turning of the earth under the swinging pendulum 
which was following its law of maintaining its motion in 
the same plane in which it was originally started swing- 
ing. ; 

There are examples of Foucault pendulums in action 
in numerous places; the nearest to your location is the 
one at Washington, D. C., in the building of the National 
Academy of Science, on Constitution Ave., opposite the 


Lincoln Memoriai. 


ARLY TERRY CLOCK—I saw a wooden-works 
clock in a museum said to be made by Eli Terry, 

and understand that the price paid for it was around 
$10,000. The clock was very crude looking and had no 
case. It was on brackets fastened to wall. I have an 
Eli Terry clock in an oblong case in good condition. 
Would my clock be considered worth anywhere near the 
It is better looking and complete in 


value mentioned? 
(Question No. 5241.) 


original case. Please advise me. 
V. M. 

Answer—Judging by your descriptions of the two 
clocks, we regret that our opinion will have to be dis- 
appointing to you. No doubt the clock you mention in 
the museum collection is one made during the earliest 
period of Eli Terry’s career, when he made clocks with 
hand-tools, making only a few each year, so that now 
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these clocks are very rare. This was between the years 

1792 and about 1800. Later he adopted water-power 

driven machinery and more or less subdivided labor, 

somewhat on the order of mass-production. During this 

second period, Terry got his production figures up to 
about six thousand clocks per year. Your clock appears 
to be of the type of this period. The result of the large 
numbers of clocks turned out then is that today these 
clocks are not at all rare, and they are of value accord- 
ingly; many are sold at prices ranging from say $20 to 
$30. The clocks first made by Terry were mostly of the 
type you saw in the museum, used either on wall-brackets 
or in long-case or “grandfather” cases. His product dur- 
ing his second period was mostly shelf clocks such as 


yours. 


ENATURED SUBSTITUTE—My druggist has 
recommended a preparation called ‘‘iso-propyl] al- 
cohol,” to take the place of denatured alcohol for rinsing 
watches and jewelry after cleaning; he cannot obtain the 
old kind of denatured alcohol any more. Could you tell 
me how this new preparation would work, based on ac- 
tual experience? (Question No. 5242.) S. K. 


Answer—We have been informed by some who have 
tried iso-propyl alcohol, that it does not compare favor- 
ably with denatured alcohol for the purpose you men- 
tion. Some of these experimenters have also said that 
they are satisfied with Paco Solvent, as a substitute for 
denatured alcohol. There are no doubt other satisfactory 
substitutes; but we are passing on to you a definite sug- 
gestion based upon subscribers’ experience, as you ask 
for. If your druggist wishes to know where Paco Sol- 
vent can be obtained, this would perhaps be from his 
regular wholesale house; but if not, will say that it can 
be had of William Graham Co., Baltimore, Md. 


NGRAVING PYRALIN—I have a quantity of 
pyralin boxes to engrave with monograms that must 
be cut rather deeply, so that the lettering stands out in 
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_ Temain immersed in water until it does. 





relief, instead of being cut out into the surface. I find 
that my regular gravers do not work well for this. They 
are apt to stick in the material, slowing up the work. Is 
there any special tool for such work? Or could I sharpen 
ordinary gravers for it in some special way? (Question 
No. 5243.) M. R. 


Answer—There is a form of graver made for cutting 
celluloid or similar materials, which was on the market 
some years ago when toilet sets made of pyralin, etc., 
were popular, or, perhaps we should say when heavy 
engraving on such goods was popular. It is quite likely 
that some jewelers’ supply houses still have some of 
these gravers in stock, and in inquiring for them, you 
should specify ‘““V-point gravers for celluloid work.” The 
graver is like an ordinary tool except that a V-shaped 
groove is milled out of the metal from the upper side of 
the graver, leaving two walls meeting at an angle where 
the cutting point is. These thin walls leave a clearance 
groove for the chips cut from the material while engray- 
ing, which avoids the tendency of the graver to stick in 
the work. If you cannot locate any of these gravers for 
sale, any machinist could mill out a piece of square steel 
to make one, which would serve well after hardening and 
tempering and sharpening it. The grinding should be 
sloped up on the outside of the cutting point a little more 
than on a graver for metal, to resemble a carpenter’s 
gouge chisel, as the action should be somewhat similar 
to wood-carving. 


EW HAIRSPRINGS—None of the books I have 

on adjusting watches says anything about working 

with the new hairsprings used for monometallic balances. 
Has anything been published yet on this? 

Answer—In the new revised edition of “Rules and 
Practice for Adjusting Watches,’ by Walter J. Klein- 
lein, the subject you refer to is included. This book may 
be had postpaid for $3.50, from our Book Department. 


APER DIALS—Is there any way to make sure of 

getting paper dials fastened on clocks without find- 
ing blistered places after they have dried? (Question 
No. 5244.) N.O. K. 


Answer—This no doubt refers to gluing new printed 
paper dial-faces on the metal backings on American 
clocks. There are certain precautions to take, which 
should avoid risk of the trouble you have been having. 
First, not only the old paper, but every trace of old glue, 
should be removed from the metal back-plate. If the 
glue does not wash off easily, allow the metal plate to 
If the metal 
surface is found dull or corroded in places, scour these 
bright with emery paper; even to the extent of scouring 
the entire surface of the metal. Then, with the usual 
kind of paper dials that have glue gummed on the back, 
wet the glue with cotton dipped in water; lay the paper 
on the metal; with a large wad of dry cotton, start at the 
center of dial and with a rolling action press paper to 
metal from center toward the edge all around the circle. 
Next, lay clean paper over the dial, either blotting paper 
or enough layers of ordinary paper to allow a cushioning 
effect at projections like the eyelets of the key-holes. 
Pile heavy weight (large books are convenient for this) 
on the paper, to keep the dial paper pressed closely to 
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the metal backing, and leave it this way overnight. This 
will allow no chance for “blisters” to form, and the dial 
will be perfectly flat. 


ITTING ROLLER JEWEL—If a new roller jewel 
is fitted so it will unlock the fork all right, what dif- 
ference does it make if it is a loose fit in the fork? 


(Question No. 5245.) E. A. L. 


Answer—A roller jewel should be selected that will 
fit the fork slot with not a bit more side-play than just 
enough to insure freedom of action. Any more “shake” 
than this would cause the fork to jump between the 
phases of action known as unlocking and impulse; and 
this jump would represent purely lost motion and waste 
of power, during the time it is occurring. This would vio- 
late an important principle of good escapement adjust- 
ing, which is that the best escapement is one that will 
transfer the maximum of power from escape-wheel to 
balance—in other words, that will waste the least power. 


OZENGE ENGRAVER—What is the best form of 
graver, and how use it, for centering a staff when 
re-pivoting it? (Question No. 5246.) O. T., Inc. 


Answer—The best.form of graver is the “lozenge” 
type, which in cross-section is diamond-shape instead of 
square—with one axis longer than the other. This will 
sharpen to a longer point than can be on a square graver. 
After stoning the broken pivot stump off flat, apply the 
graver point to this surface, using a double eyeglass. At 
first use very delicate pressure; if the graver point has 
not touched the exact center of the work, a little circle 
will be marked by it; replace the graver point exactly in 
the center of this circle. Success in centering depends in 
keeping the point in this center during all the turning, to 
avoid forming a minute projection at the bottom of the 
turned “V.” Further, the object must be to turn the 
center just deep enough to fully embrace the width of 
the drill-blade; and the angle of the sides of the center 
should correspond as exactly as possible with the angle 


of the lips of the drill. 


AMEO TY PES—Please state the kind of stone used 
in cameos; natural, or manufactured, or what is 
it? (Question No. 5247.) C. A. L. 


Answer—You probably know that the word cameo 
refers to a form into which material may be cut for use 
as a gem; broadly speaking, a cameo is a picture or por- 
trait engraved in relief; that is, the engraved picture 
stands out from its background. The opposite form 
from cameo is intaglio, in which the picture is cut in, so 
it is lower than the background. Many different mate- 
rials are used for cameos. Most of them, however, are 
made of sea-shells, coral, or minerals such as onyx or 
other semi-precious stones. Probably the material used 
most of all is a variety of sea shell found in Mediter- 
ranean waters. These shells have layers of color:from 
brown to pink inside, and white outside. The cameo is 
cut to use the brown or pink layer as background, while 
the picture is cut from the white outer layer. Cameos 
made of manufactured substances, molded to form; 3 are 
cheap and are not used in fine jewelry. * 
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Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 


word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 


closed. 


Advertising mater addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 

Jewelers’ Circular-Keystone 


100 E. 42nd St., New York 








Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





ENGRAVER, first class general letterer 
on gold and silver; references. Address 
“E., 3149,” care Jewelers’ Circular- 
Keystone. 





EXPERIENCED die-maker and cutter 
open for position New York or vicinity ; 
reasonable salary. Address “B., 3140,” 
care Jewelers’ Circular-Keystone. 





POSITION WANTED with pawnbroker 
and sales store; 25 years’ experience. 
Address “V., 3137,” care Jewelers’ Cir- 
cular-Keystone. 


EXPERIENCED WATCHMAKER, fast 
and accurate on small watches; State 
of Iowa _ preferred. Address “B.L., 
3058,” care Jewelers’ Circular-Key- 
stone. 





MANAGER and salesman; thorough ex- 
perience every phase of retail jewelry 
business; New England preferred. Ad- 
dress “E., 3198,” care Jewelers’ Circu- 
lar-Keystone. 





MATERIAL CLERK, young man, also 
have had entire charge of correspon- 
dence and office routine; salary secon- 
dary; excellent references. Address “B., 
3195,” care Jewelers’ Circular-Keystone. 





WATCH AND CLOCK MAKER, first 
class on all complicated watches and 
clocks; reasonable salary. ‘‘Watch- 
maker,” care Walt’s Watch Repair, 305 
E. State St., Ithaca, N. Y 





A-1 WATCHMAKER and jeweler, can 
also repair expensive clocks; 30 years’ 
experience; satisfaction guaranteed. 
Address “B., 3079,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN, travels by automobile, 20 
years following in Metropolitan section 
of Ohio, Michigan, Indiana, Kentucky 
and West Virginia. Address “L., 3069,” 
care Jewelers’ Circular-Keystone. 





JEWELRY AND DIAMONDS, young 
man, neat appearance, experienced, 
wishes position with jewelry house; 
excellent reference. Sylvan Rosenthal, 
9454 110th Ave., Ozone Park, N. Y. 





GOOD MAN available to reputable retail 
credit jewelers; a powerful salesman, 
if there ever was one; replies strictly 
confidential. Address ‘“T., 3107,” care 
Jewelers’ Circular-Keystone. 





FINE letter and ornamental engraver, 
enamel cutting, carving, crest coat-of- 
arms; fine store experience; good 
habits. Address “N., 3103,” care Jewel- 
ers’ Circular-Keystone. 





BOOKKEEPER, typist, fuli charge, 
young lady, 10 years’ experience jewel- 
ry and diamond concern selling ability ; 
excellent references. Address “P,, 3133,” 
care Jewelers’ Circular-Keystone. 





YOUNG MAN wishes position with watch 
importer or jewelry house; excellent 
references; married; salary no object. 
Address “K., 3129,’’ care Jewelers’ Cir- 
cular-Keystone. 





IF YOU PLAN visiting New York, ar- 
range meeting this recognized man, 
equipped to manage _ successfully a 
modern credit store. Address “J., 3127,” 
care Jewelers’ Circular-Keystone. 





JOB in Manhattan wanted by prominent 
salesman; interested only working in 
better class store; early thirties; high 
salary; reference. Address “G., 3126,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, 25 years’ experience, 
small family, high class workman; 
must be_ relocated permanently by 
September; go anywhere. Tom Cobert, 
General Delivery, Charlotte, N. C. 





BY NEXT MONTH a high calibre sales- 
man will be available for your store; 
thoroughly familiar better class. in- 
stallment operation. Address “‘V., 3113,” 
care Jewelers’ Circular-Keystone. 





TRAVELING SALESMAN, large and 
small cities Middle West, many years’ 
following, jewelers, gift shops, depart- 
ment stores. Address “A., 2154," care 
Jewelers’ Circular-Keystone. 





BRADLEY TRAINED watchmaker; light 
jewelry, sales experience, presently em- 
ployed, age 28, married; prefer Mid- 
West. Address “J., 3157,” care Jewel- 
ers’ Circular-Keystone. 





CERTIFIED watchmaker; Bowman 
trained; 17 years’ watch work; experj- 
enced as head watchmaker; age 392 
married. Address “F., 3151,” care 
Jewelers’ Circular-Keystone. 





ENAMELER, versed in all types of hard 
enameling; any firm seriously inter- 
ested in procuring his service. Address 
“B., 3146,” care Jewelers’ Circular- 
Keystone. 





YOUNG MAN 20, six feet tall, college 
education, knowledge of bookkeeping 
and sales ability, willing to start from 
bottom. Address ‘“M., 3201,” care 
Jewelers’ Circular-Keystone. 





DIAMOND SETTER, jeweler and en- 
graver, first class work; _ platinum, 
white gold and natural gold. Address 
“S. A.,” 709 San Pedro Ave., San 
Antonio, Texas. 





FIRST CLASS platinum, gold jeweler, 
diamond __ setting, repairing, desires 
position first class store or shop; over 
20 years’ experience. Address “§,, 
3135,” care Jewelers’ Circular-Keystone. 





BOOKKEEPER and typist, full charge, 
thoroughly experienced manufacturing 
jewelry; conscientious; reliable. Ad- 
dress “R., 3134,’ care Jewelers’ Circu- 
lar-Keystone. 





EXPERIENCED young woman seeking 
work; have thorough knowledge of 
jewelry business in both manufacturing 
and jobbing. Address ‘‘M., 3102,” care 
Jewelers’ Circular-Keystone. 





SALESMAN-MANAGER, age 37, _ thor- 
oughly experienced, interested in perma- 
nent position with reliable retail credit 
jewelry organization. Address “V., 
3172,” care Jewelers’ Circular-Keystone. 





FINE WATCHMAKER, who is high class 
salesman, good engraver, neat, sober 
and pleasant disposition, wants job 
with good concern; will go anywhere. 
Address “P., 2983,’’ care Jewelers’ Cir- 
cular-Keystone. 





POLISHER and expert lapper, long ex- 
perience on platinum and gold watch- 
cases, rings, bracelets, attachments, 
clips, etc.; producing finest rapid work- 
manship; best references. Address “H., 
3063,” care Jewelers’ Circular-Keystone. 





STAR SALESMAN for recognized credit 
store located in New York, Philadel- 
phia, Baltimore, or Washington; high- 
est unsolicited reference; available 
soon. Address “R., 3106,’ care Jewel- 
ers’ Circular-Keystone. 





ARE YOU looking for a young man, 
single, age 30, who possesses ability, 
initiative; thoroughly experienced re- 
tail credit jewelry selling; here is your 
opportunity. Address “E., 3092,’ care 
Jewelers’ Circular-Keystone. 








ALERT, young man, 10 years’ experience 
with watches and jewelry. including 
buying, desires position with retailer 
or wholesaler; excellent references. Ad- 
dress “L., 3131,’ care Jewelers’ Circu- 
lar-Keystone. 





WATCH IMPORTERS or distributors can 
now avail themselves of valuable in- 
dividual for their office; efficient han- 
dling stock; filling orders, etc. Address 
“L., 3128,” care Jewelers’ Circular- 
Keystone. 





FINE WATCHMAKER, very good rail- 
road timing, baguette watches; com- 
pensating balance, small escapements 
and hairsprings; ring sizing; clock re- 
pairs. Earl Kirmse, 2227% Washing- 
ton St., Dubuque, Iowa. 





DIAMOND MAN, 12 years’ experience 
with large jewelry manufacturer, as- 
sorting loose diamonds, also mounted 
work; excellent references; available 
immediately. Address “‘C., 3120,” care 
Jewelers’ Circular-Keystone. 
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Special Order Work anv 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








LRY AND WATCH repairing; 
_— 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bildg., St. 
Lou.s, Mo. 





DIAMOND SETTING;; skilled, efficient 
workmanship and prompt service; 
prices upon request. D. Geller, 51 
Chrystie St., New York City. 





PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, ‘‘Vaku-um” 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
Pen and Repair Co., 38 S. State St., 
Chicago. 











AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
account, Miller’s Pen Service, Atlanta, 
Ga. 








To Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








LARGE, AIRY OFFICE, two North light 
windows, in dignified suite; reasonable 
rental. Inquire Room 1006, 48 W. 48th 
St., New York City. 





SUBLET TO RELIABLE party, half of 
well equipped diamond office, furnished, 
separate entrance, North light. 522 
Fifth Ave., Room 824, New York City. 





PART of light office; messages taken 
care of; good for outside salesman; 
always in; cheap rental. J. Dembitz, 
87 Nassau St., New York City. Tele- 
phone Cort. 7-8071. 





DESIRABLE OFFICE, 100 square feet, 
two large windows, use of reception 
room, suitable for stone dealer, en- 
graver, designer, stone setter, watch- 
maker; $27.50 a month including elec- 
tric. 64 W. 48th St., Suite 1201, New 
York. Phone Bryant 9-3118. 





COMPLETELY EQUIPPED shop for 
rent, suitable for manufacturing of 
rings; facilities include drop hammer, 
rollers, melting furnace, sand blast ma- 
chine, benches, North light, ring dies; 
attractive rental. Address “M., 3070,” 
care Jewelers’ Circular-Keystone. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words 5 cents a word 








LEARN WATCH REPAIRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 111th St., New York. 





WATCHMAKERS; increase your ability 
through the highly recommended books: 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 
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Jewelers’ Security Alliance 
Shows Membership Jump of 125%; 
Subscribers Joining Readily 


Stating that the Jewelers’ Security 
Alliance has added 125 per cent more 
new members to its rolls in the first 
six months of 1940 than in the same 
period of the previous year, Harold S. 
Gardner, secretary to the chairman of 
the membership committee, found the 
reason in his recent tour of the Eastern 
and New England states. 

“Conversations with jewelers,” he said, 
“show an increasing desire to learn new 
and better ways of coping with criminals 
who find in jewelers their especial prey. 
Jewelers realize more than ever the need 
for protection of the kind offered by the 
Alliance,” he said. “Everywhere I went 
I found evidence of extreme satisfaction 
with the service the Alliance is offering. 
Everywhere new members are getting on 
the band wagon—and old members are 
renewing. We find that almost every 
jeweler is glad to take out membership 
when he is approached. The fact that a 
great many of them don’t belong is 
simply a matter of procrastination—and 
that’s what we’re out to overcome.” 

At Portsmouth, N. H., Mr. Gardner 
addressed delegates to the New Hamp- 
shire R.J.A. 

Typical of the many little-considered 
services rendered by the Alliance to its 
members is this one described by a man 
at the convention. 

“A very costly item of jewelry dis- 
appeared from our store in such an unac- 
countable and mysterious fashion that 
the insurance company denied liability 
under the terms of our block policy. 
They, with some justification, felt that 
it might be an inside job in which case 
they were not liable. I asked the Alli- 
ance to help me. They sent in Pinker- 
ton detectives who made an exhaustive 
investigation but were not able to estab- 
lish the guilt of any employee. So thor- 
ough was the work that the Alliance 
did, that the insurance company ac- 
cepted their records as evidence that it 
was not an inside job and paid the claim. 
The Alliance certainly saved me 4 lot 
of money that time by proving who 
didn’t steal the jewelry.” 

A member of the Executive committee 
cited another case of typical service 
which a grateful jeweler recounted at 
the convention. This jeweler, with an 
eye to overhead, desired to decrease his 
insurance costs which he thought might 
be accomplished by the installation of a 
certain protective device. Investigation 
by the Alliance personnel disclosed that 
no reduction in insurance costs would 
be effected as the contemplated device 
would duplicate one already existing. As 
the proposed installation would have cost 
several hundred dollars, that single small 
service saved the jeweler the cost of 
many years’ dues in the Alliance. 





F.T.C. Ruling 


JOHN H. MULKEY, trading as WESTERN 
NOVELTY COMPANY, 305 Southwest Third 
Ave., Portland, Ore., was ordered to dis- 
continue misleading representations in the 
sale of finger rings. The respondent is 
ordered to cease representing directly or 
by implication that rings set with hema- 
tite, or any non-precious crystal or stone, 
are set with diamonds, “Alaska Black 
Diamonds,” or “Genuine Laska Black 
Diamonds.” The order further forbids 
representations by the respondent that 
such rings are set with any precious or 
semi-precious stones, or that the sets are 
produced in the territory of Alaska. 
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Dan Cupid Runs Rampant 
In L. A. Wholesale House; 


Seven Are "Stricken" 


Dan Cupid was working overtime dur- 
ing the months of June and July at E. 
W. Reynolds, Los Angeles, when the fol- 
lowing employees embarked on the seas 
of matrimony: Mark L. Stanchfield of 
the Watch department was married to 
Miss Charlene Hess on June 27. They 
honeymooned at Lake Arrowhead. Miss 
Angeline B. Davis of the Clock depart- 
ment became the bride of Tilman M. 
Jones on June 6. Salt Lake City was 
their honeymoon destination. Miss Phyl- 
lis Gridley of the Material department 
and William Gallucci of Bonzano & Gal- 
lucci in the Jewelry Trades Bldg., were 
married at home on June 16. Laguna, 
Beach found this happy couple honey-; 
mooning there. Ait 

Miss Grace Flint and Leonard Ross, 
both of the Silverware department, took 
their vows on July 8, in Los Angeles. 
This wedding was the culmination of a 
friendship that had its beginning while 
both were working in the Silver depart- 
ment. George McLoughlin, Jr., also of 
the Silverware department, and son of 
George McLoughlin, Sr., of the Ameri- 
can Optical Co., was married to Miss 
Helen Doherty on July 20. 

Reynolds Butler, son of Walter H. 
Butler, president of E. W. Reynolds Ca, 
will be married to Miss Frances Swain, 
of Whittier, on Aug. 9. The honeymoon 
destination remains a secret. 


Columbus Guild Makes Plans 
To Combat Repairing Price Ads; 
Lauds Jewelers’ Circular-Keystone 


Plans to combat advertising detri- 
mental to the craft of watchmaking were 
discussed at a meeting of the Columbus 
Guild of the Ohio Watchmakers Associa- 
tion, held July 1, at the Neil House, Co- 
lumbus. A rousing vote of thanks was 
given to THe Jewevers’ CrrcuLar-Key- 
stone for the stand that it has taken in 
order to advance the betterment of the 
jewelry industry, by refusing to accept 
advertising of watch repair houses which 
offer to do work at excessively low 
prices. 

Plans were started for the 1941 con- 
vention, to which the Columbus Guild 
will play host. The Guild promises to 
make it the largest and best yet held. 
President J. S. Conner conducted the 
session. 


Lights in New Tiffany Store 
Last Word in Efficiency 


A specially designed lighting system, 
evolved as the result of months of re- 
search, will feature the general illumina- 
tion plan of the main floor sales room of 
the new Tiffany & Co. building, in course 
of construction at the southeast corner 
of 5th Ave. and 57th St., New York. Ex- 
perimentation was made in a special 
laboratory and testing room built on the 
seventh floor of the present Tiffany 
building, 5th Ave. and 37th St. The 
outcome of these tests was the adoption 
of a lighting system which is being in- 
stalled not only as an integral part of 
the structural design of the building, but 
as an integral part of the construction 
of the seven central show cases on the 
main floor. 














Manufacturers’ News 





WALLACE SALESMEN HEAR FALL PLANS 





Details of new items in the R. Wallace 
& Sons’ line for Fall and the advertis- 
ing and sales helps to back them up were 
enthusiastically received by the Eastern 
division sales force of R. Wallace & 
Sons Mfg. Co., which met in the Hotel 
Astor, New York, July 1. 


M. L. Gundlach, Eastern division 
sales manager, presided and the sessions 
were attended by officials and executives 


from the home plant, as well as all East-. 


ern divisional salesmen. 


New patterns in sterling flatware, 
hollowware and dresser silver, plated 
flatware and plated hollowware were 
shown, along with proofs of the full page 
color ads which will be run in leading 
magazines through the Fall. 


Featured among the dealer helps are 





a new Colonial cupboard in hand-rubbed 
maple, which serves both as an attrac- 
tive factor for displaying flatware sets 
and also as a handsome container for 
home use which the consumer purchaser 
may obtain at trifling cost with a set of 
silver. This is pictured below. Also 
featured is an attractive new bride 
manikin, likewise shown. The little fig- 
ure is attractively and modishly attired 
in lace wedding gown and veil and 
makes a charming and appropriate bit 
of atmosphere for window displays built 
upon the wedding theme. Both chest 
and manikin are offered to dealers on 
an attractive basis. 





Wallace offers 
these new 
dealer helps. 








Benrus "Official" Watch 
For TWA Stratoliners 


Benrus Watch Co. has long featured 
in its radio announcements the fact that 
Benrus: is the “official” watch of TWA; 
hence, when TWA recently instituted its 
new stratoliner service between New 
York and California, the Benrus arrange- 
ment was extended to include this new 
fleet of superplanes. 

At the conclusion of the first east- 





bound stratoliner flight, its pilot, Otis 
Bryan, was honored by a testimonial 
dinner from the Benrus sales staff gath- 
ered here in New York for their annual 
sales meeting, and was presented with a 
gold Benrus chronograph. 

A large increase in Benrus_ business 
during the past year was reported at the 
sales convention and it was announced 
that a substantial increase will be made 
in the advertising program for the com- 
ing three months. J. D. Tarcher & Co. 
is the advertising agency. 
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Elgin Invites Jewelers 
To World's Fair Observatory 


Remodeled somewhat since last year 
but still located in the same position near 
the entrance to the amusement section, 
the Elgin Watch Observatory building 
has proven one of the popular attractions 
of the Fair this season. Jewelers attend- 
ing the A.N.R.J.A.-N.A.C.J. convention 
are invited by Elgin to visit this exhibit 
during their stay or at any other time 
that they may be visiting the city. 

On view in the building is a historical 
collection of time-keeping equipment 
from the Breguet French “repeating” 
watch which Lady Elgin of Scotland pre- 
sented to her husband in 1803 and which 
was the inspiration for the current Lady 
Elgin line, down to the finest current 
models including the 23-jewel B. W. 
Raymond railroad watches made by this 
company. 

Another feature attraction is the com- 
plete astronomical time observatory in 
which it is demonstrated how Elgin’s 
“Time from the Stars” serves as a check 
on the maintenance of precision and ac- 
curacy in its product. 

Less closely allied to the business inter- 
ests of the jeweler but nevertheless a 
decided attraction of the Elgin exhibit, 
are eight lovely girls who are serving 
through the summer as Elgin hostesses 
and who were selected as the ideal com- 
binations of brains and beauty. Four of 
them are graduates of’ North American 
colleges who captured Phi Beta Kappa 
keys as a result of their scholastic attain- 
ments. The other four are all from South 
America and have earned the same 
ratings for both looks and _ intelligence 
in their own lands. Each is properly 
dressed to symbolize their country and 
the time keeping product they represent. 





Hadley Boosts Jewelers 
In Every Package 


“Be safe! Buy jewelry only at your 
jeweler’s!” admonishes an _ attractive 
little leaflet tucked under the pad in 
every Hadley men’s jewelry package. 
Thus this new line, which is sold through 
jewelers only, sells the jewelry store as 
the place to shop for distinctive and 
unusual gifts. 

The insert, which is carried out in the 
same striking blue-and-white color 
scheme that Hadley has _ followed 
throughout, has a dual purpose, accord- 
ing to Hadley. By listing all items in 
the Hadley men’s jewelry line, it sug- 
gests to the purchaser of a Hadley item, 
or the man who receives one as a gift, 
that he may secure matching Hadley 
jewelry to wear with it. It also explains 
the Hadley quality standards: nothing 
less than Gold Filled or Rolled Gold 
Plate, distinctive designs and tooling. 

The fact that the initial order of these 
leaflets was 100,000, gives the trade some 
indication of the circulation that Hadley 
expects to give this advice to consumers. 
In addition, they said, in all Hadley 
consumer advertising, it is planned to 
mention prominently the wisdom of pur- 
chasing jewelry at the jewelry store. 
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Schick Announces New Models 
And Sales Helps 


Schick Dry Shaver, Inc., announces 
the 1941 Schick Shaver line fashioned by 
Raymond Loewy and featuring the new 
hollow-ground 2-M cutter head. 

According ‘to announcements from 
Kenneth C. Gifford, Schick vice-presi- 
dent in charge of sales, the new line will 
be backed by a big advertising and sales 
promotion campaign, which includes a 
series of 29 separate advertisements, in 
national magazines, between Labor Day 





Schick's crystal-plate "Sell-Case" is easy of 

access and easy to get the shavers out of. 

It holds the new Schick Colonel and Dress 

Kit, the Schick Colonel in its regular tuck- 

away alligator case, and the new Schick Flyer 
and its leather case. 


and Christmas. The campaign will be 
concentrated principally in Saturday 
Evening Post, Collier's, Life and New 
Yorker. 

The new Schick line is headed by the 
Colonel model, retailing at $15. Styled 
in ivory plastic with gold trim and 
“Whisk-its,” the Colonel has a radio 
static suppressor built in. With it comes 
an alligator tuckaway case, with heather 
plaid lining. Companion of the Colonel 
is the new Flyer, in burgundy with sil- 
ver trim and “Whisk-its.” It ‘retails for 
$12.50, with a soft leather E-Z pack case. 

The new Colonel may also be obtained 
in the Dress Kit, a _pigskin-covered 
metal case with a mirror in the top lid, 
enabling the consumer to use it at his 
desk or wherever he may wish. The 
Colonel Dress Kit retails for $17.50. 
Prices will begin, however, at $9.95 re- 
tail for the- Schick Captain, complete 
with “Whisk-its” and the regular Speed 
King head. 

Several extra - profit introductory 
“deals” to retailers will be available 
until Sept. 14. 

The new Schick Shaver line, together 
with details of the big advertising and 
sales promotion campaign to be put be- 
hind it was announced to the Schick 
sales force at a convention in the West- 
chester Country Club on July 29, 30 and 
31, and on August 5, 400 jobbers from 
coast to coast were visited by special 
Western Union messengers delivering 
samples of the new merchandise and 
complete presentation books giving de- 
tails on the new line and on the adver- 
tising and sales promotion campaign. 





Silver Repair Service Offered 


The Syracuse Silver Co., Syracuse, N. 
Y., suggests that a profitable field of 
activity for retail jewelers which many 
of them are not fully capitalizing upon 
at the present time is to be found in the 
possibilities for the repairing, replating 
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and refinishing of silver flatware, hollow- 
ware, toilet and dresser sets. 

Most families have at least a few pieces 
of plated ware which have been neglected 
and allowed to get into bad shape, but 
which at small expense could readily be 
made attractive and usable again. 

Several jewelers have found that fea- 
turing this service has developed a vol- 
ume of business which is both substantial 
in itself as well as an effective means of 
building good will among customers by 
rendering them what they look upon as 
a means of saving money. It is suggested 
that more jewelers might adopt the same 
idea with substantial benefits to them- 
selves. 

The Syracuse Silver Co. is prepared to 
perform the necessary service for jewel- 
ers who are not equipped to do the work 
themselves in their own establishments. 





Big Campaign to Push New Gruens 


Highlights of the semi-annual conven- 
tion of the Gruen Watch Co., held recently 
at the Hotel Netherland-Plaza, Cincin- 
nati, were the first showing of the new 
models and the announcement of the 
largest national magazine advertising 
program in the firm’s history was made. 

“The new Gruen watches,” says Presi- 
dent Benjamin S. Katz, “embody still 
further developments in our patented 
Curvex and Veri-Thin movements and 
include an entirely new and smaller Veri- 
Thin model.” . 

The advertising program was presented 
by John J. McCarthy, vice-president of 
McCann-Erickson, Inc., the Gruen adver- 
tising agency. Fall and Christmas sched- 
ules include 22 separate advertisements 
in leading consumer magazines, many of 
them pages in full color. In addition to 
this, a special campaign on professional 
model watches will appear in leading 
medical and technical journals, and the 
whole campaign will again feature the 
slogan: “Gifts from your jeweler are 
gifts at their best,” which jewelers have 
used to such good advantage. In addi- 
tion to the national advertising, Gruen 
dealers will be provided witl a complete 
newspaper mat service, radio programs, 
direct mail, posters and display material 
for store use. 

The sales meetings were conducted by 
Teviah Sachs, Gruen’s vice-president, who 
reported enthusiastic acceptance of the 
program and predicts still greater popu- 
larity for the Gruen line for the coming 
year. 


HAS STOCK OF MARCASITES 





Through a fortunate connection, Isadore 

Friedman (above), of 73 Nassau St., New 

York, has secured 1,000,000 marcasites, sizes 

| to I 1 and has an option on 1,000,000 more. 

As there is reputed to be a shortage of these 

goods, manufacturers undoubtedly will be 
glad to know of this supply. 
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Hayden Planetarium Visit 
Arranged for Convention 


Members of ANRJA and NACJ at 
the conventions and joint trade show in 
New York have been invited by Longines- 
Wittnauer Watch Co., Inc., to a special 
evening performance of the “Drama of 
the Heavens” at the famous Hayden 
Planetarium on ‘Thursday evening, Aug. 
29. Guests will be picked up at the 
Waldorf by automobiles arranged by 
Longines-Wittnauer, taken to the Plane- 
tarium and returned to the hotel after 
the performance. The exact time will be 
announced in the convention program. 

The Hayden Planetarium, which is di- 
rected by the American Museum of Na- 
tural History, ranks as one of the great 
spectacles of the world. Its special and 
intricate projector with hundreds of 
individually controlled lenses casts upon 
the huge dome above the audience an 
exact simulation of the positions and 
movements of the stars along with the 
earth, the sun and the moon, and can 
speed them up so that the complete cycle 
of an entire night can be shown in a 
matter of minutes. The entire spectacle 
lasts about one and a half hours and is 
accompanied by a running fire of ex- 
planation delivered by a scientist from 
the American Museum of Natural His- 
tory. 


FAIR'S HEAD GREETS HARRIS 





Alexander Harris (left), secretary and trea- 
surer of Art Metal Works, Inc., makers of 
Ronson lighters, is welcomed to the World's 
Fair, by Harvey D. Gibson, chairman of the 
Fair's board of directors. This ceremony 
marked the beginning of a series of events, 
which served to commemorate Ronson Lighter 
Day at the Fair. During the ceremonies, Mr. 
Gibson was presented with a specially en- 
graved Ronson Lighter. 


Adds Narrow Band to Line 


W. & H. Jewelry Co., Providence, 
manufacturers of the popular Leading 
Lady expanding bracelet, announce that 
to meet the present demand for a nar- 
row watch band they are now offering a 
new width in companion style, only 7/16 
inches wide. 


Glicksman to Surety Co. 


William Glicksman, formerly assistant 
advertising manager of the Bulova 
Watch Co. and prior to that advertising 
manager of Jacobs Bros., manufacturers 
of Detecto Scales, has joined Surety Ad- 
vertising Co. as a member of the firm 
and will specialize in merchandising and 
directing jewelry and housewares ac- 
counts. 

- The agency has just taken larger quar- 
ters at the same building in which it has 
been located, 280 Madison Ave. 








GAINING JEWELERS' SALES HAILED AT |. S. CONVENTION 





Predicting a considerable increase in 
business for the jeweler during the re- 
mainder of 1940, Craig D. Munson, vice- 


president and sales manager, in ad- 
dressing the recent sales convention of 
the International Silver Co., pointed out 
several indications of an impending 
sales rise. 

There are more people now of mar- 
riageable age, he said, than at any time 
in history. This group, all between the 
ages of 20 and 30, numbers over 23,000,- 
000, and it represents a tremendous new 
market, with at least 1,500,000 weddings 
already announced for this fall. 

Greater advertising stress in the 
jeweler’s interests will place him in a 
better position to compete for the con- 
sumer dollar, and the new surge of pros- 
perity due to the release in wages of the 
enormous armament appropriations will 
considerably strengthen all retail sales, 
including jewelry. 

Silverware sales are particularly due 
for an increase, he said, and indications 
are already apparent that 1940 will far 
exceed any year in the history of the 
business: in sales achievement. 

In welcoming the more than 250 sales- 
men who attended the convention, Presi- 
dent E. C. Stevens announced the key- 
note: “Hats Off to the Past—Coats Off 
to the Future!” Greetings were extended 
by him to the Canadian representatives 
who were attending their first company 
convention as a group. 

Commenting upon the _ situation 
abroad, Mr. Stevens made a plea for 


cool heads, calm and straight thinking, 
and a resolution by all Americans not to 
contribute by word or deed to the foster- 
ing of unreasonable fear or panic. 

A highlight of the convention was the 
announcement by George Morrison, ad- 
vertising manager, that 1940 advertising 
will be greater than the record-setting 
1939 campaign. 

Sixty-seven tons of dealer advertising 
were shipped by International during 
1939, and with the multitude of new 
catalogs, folders, displays, counter cards, 
newspaper mats and other merchandis- 
ing ideas announced during the conven- 
tion that total will undoubtedly be even 
greater in °40. 

Altruistic window displays, a new idea 
introduced in April Ist, intended to pro- 
mote the sale of all jewelry items as 
well as silverware, were reported out- 
standingly successful with more than 
350 dealers already making regular use 
of this service. 

Other convention speakers included: 
Roy C. Wilcox, executive vice-president ; 
A. L. Zeitung, director of flatware sales; 
Maltby Stevens, general manager of 
flatware manufacturing; Ann Batchelder, 
of the Ladies’ Home Journal; Raymond 
Rubicam and Donald Payne, of Young 
& Rubicam, Inc. 

Six hundred and forty International 
employees, including salesmen, foremen 
and office workers, attended the conven- 
tion outing at Lake Compounce. 
Features of the day were a _ softball 
tournament, field events and a barbecue. 








Benedict Holds Sales Conference 


The Benedict Mfg. Co., East Syracuse, 
N. Y., held its regular semi-annual sales 
convention at the factory offices in East 
Syracuse the week of June 24-29. 

Two new striking matched hollowware 
lines which are now ready for distribu- 
tion received the hearty approval of all 
sales representatives. 

One of these, named the Rose Scroll 
pattern, is an attractive design in the 
ornate late Georgian style which Bene- 
dict is confident will be a fast selling 
line. The other design, called the Acan- 
thus, because of its border and decora- 
tions of acanthus leaves, fills the need 
for a pleasing line of very moderately 
priced pieces on white metal base. 

A new catalog has just been issued 
showing the complete Benedict line of 
hollowware, except trophies and novel- 
ties, which are shown in separate cata- 
logs. Many accurate reproductions of 
old English pieces are featured in the 
list. 





NEW COUNTER CARD OFFERED 








The U. S. Jewelry Co., Baltimore, importers 

of Easton watches, is supplying each of their 

dealers with this display card, free of charge. 

The card, which measures 9 x 12 inches, is 

printed in two colors on heavy cardboard 
and has an easel back. 
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New Display Carton 
For L & R Watch Crystal Cement 


To facilitate the sale of the new 
L&R watch crystal cement, the manu- 
facturer is supplying to jobbers an at- 
tractive display carton, printed in red 
and blue on a glossy buff stock and 
holding two dozen bottles which retail 
at 35 cents each. 

Watchmakers may easily identify it 
by the large L&R nameplate and a pic- 
ture of an L&R watch cleaning machine, 

The new crystal cement, the manufac- 
turer claims, is waterless—does not 
shrink or crack and therefore can’t be- 
come brittle and flake. 





The new L & R display carton 





Canadian Company to Make 
Prince Gardner Billfolds 


The Tourist Supply Co., Ltd., of To- 
ronto, Ontario, formed 15 years ago, for 
the manufacture of leather souvenirs and 
tourist novelties, has represented Prince 
Gardner “Invisible Stitch” billfolds in 
Canada for several years. Such success 
has been met with that arrangements 
have now been concluded for the Tourist 
organization to manufacture in Canada, 
under exclusive franchise, the various 
Prince Gardner merchandise which they 
will sell. 

The Tourist Supply Co. has expanded 
rapidly, and recently moved to larger 
quarters in a modern building, with com- 
plete facilities for manufacturing a qual- 
ity line like Prince Gardner billfolds and 
key cases. 


Issues Platers’ Handbook 


Baker & Co., refiners of platinum and 
other precious metals, have just issued 
a highly practical and informative book- 
let entitled “The Baker Guide to Suc- 
cessful Plating with Gold.” Complete 
directions are given for setting up the 
equipment, preparation of work for plat- 
ing and the various processes to be fol- 
lowed together with chemical formulas 
for all types of gold plating and color- 
ing. The booklet concludes with a handy 
temperature conversion chart for trans- 
lating centigrade readings into Fahren- 
heit and vice versa. The booklet will be 
sent free of charge upon request to 
Baker & Co., 113 Astor St., Newark, 
NJ. 
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International Silver 
Offers Summer Specials 


To stimulate summer business for 
the silverware department, two specials 
to build traffic are being featured by 
International Silver Co. 

1847 Rogers Bros. offer a_ serving 
spoon in either Adoration or First Love 
pattern, suggested as a timely piece for 
serving hot weather salads, berries and 
other fruits. The special summer price 
of $1 represents a substantial saving 
over the regular list price of $2. 

Wm. Rogers & Son offer four salad 
forks in the new Exquisite pattern at $1 
each, a repetition of the introductory 
feature which proved successful. These 
forks are also available in Gardenia and 
Talisman patterns. 

All of the above specials are available 
only till Sept. 30. 





New Eastern Manager for Eversharp 


Effective July 1, Larry Robbins, one 
of the best known executives in the pen 
and pencil industry, became Eastern 
sales manager of Eversharp, Inc. The 
announcement was made by ‘Thomas 
Emerson, vice-president and _ national 
sales manager at the Eversharp annual 
sales convention held in Chicago, July 5-7. 

Mr. Robbins for 16 years was sales 
manager of the New Diamond Point Pen 
Co., where he acquired thorough knowl- 
edge of the pen and pencil business and 
made many friends among retailers. He 
is now at his permanent headquarters. 
the Eversharp sales office, 570 Seventh 
Ave., New York. 

The new Eversharp line for fall has 
been re-styled by Henry Dreyfuss, fa- 
mous designer, and is being shown to 
retailers now. Public announcement is 
planned for about Sept. 1. 














MEET THE JACQUES KREISLER SALES FORCE 





In connection with the reception ten- 
dered to the jewelry industry, marking 
the opening of its new plant in North 
Bergen, N. J., on July 12, the Jacques 
Kreisler Manufacturing Corporation 
called in its traveling representatives to 
show them the company’s new home and 
the remarkable equipment and facilities 
which it provides for the manufacture 
of the Kreisler line. 

During the course of the party, which 
was attended by leading figures from 
all branches of the jewelry industry, the 
Kreisler sales representatives gathered 


in Vice-President Stern’s handsome office 
for the photograph above. Seated, left 
to right: Sidney Kane, Jules Hochman, 
Leonard Lees, Dave Kanow, Lew 
Kanow, Phil Paul. Standing from left 
to right: T. Reed Botts, Henry I. Cohen, 
Leonard B. Friedman, Murray Green- 
baum, Jack Foreman, Dave Stocker, 
Harry Epstein. Inset, upper left: Two 
Vice-Presidents talk things over—Sam 
Epstein of Bulova and Toby Stern ot 
Kreisler. Lower right: President Jacques 
Kreisler demonstrates the operation of 
a power grinder to one of his guests. 





Manning Bowman's 
New Iron Wags its Tail 


If selling electric appliances calls for 
new ideas, then Manning Bowman are 
rendering a real help to dealers with 
this new iron with a non-kink, swivel ac- 
tion cord, called the Iron That Wags 
Its Tail. With the cord attached directly 
to the iron, like a dog’s tail to its body, 
wherever the iron goes, the cord wags 
right along behind. Thus, the iron will 
weave around buttons and into sleeve 
gathers without twisting the cord into 
a Gordian knot. 

While the iron has invisible heat ray 
thermostatic control, finger-tip fabric 
dial, and-a handle that can be gripped 
by both right and left-handed persons, 
Manning Bowman is playing up the tail- 
wagging feature in its promotional 
material. A five-color, electrical motion 
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display card, for window use dramatizes 
the tail-wagging feature, and the folders 
and postcards for customers, and cuts 
and mats for newspaper advertising, 
also use the same theme. 

The new iron will be announced in 
Life early in September. 


Ronson Sales 
Tax Plant Capacity 


Art Metal Works, Inc., reports that 
Ronson sales for the first six months of 
1940 have been so great that not only 
has the plant been running to maximum 
schedule but the usual factory summer 
shut-down for plant repairs had to be 
curtailed. 

This large demand is partly due, the 
manufacturers believe, to their inten- 
sive year-round national advertising, 
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Bulova Invites Conventioneers 
To Visit Factory 


Members of the A.N.R.J.A. and 
N.A.C.J., assembled for convention at 
the Waldorf-Astoria Hotel in New York, 
have been invited by the Bulova Watch 





Making balance wheel screws at the Bulova 

watch factory, Woodside, N. Y. The machine 

cuts and threads perfect screws in one opera- 
tion! 


Co. to visit the Bulova factory at Wood- 
side, L. I. 

Here will be seen modern methods of 
precision watch-making on a quantity 
basis exemplified by such things as the 
precision drilling machines, which drill 
holes as small as 6/1000ths of an inch or 
only twice the thickness of a hair; the 
pinion-cutting machines that cut gear 
teeth as tiny as 4/1000ths of an inch in 
width; and machines that thread and 
slot in one operation cutting balance 
wheel screws so small that an ordinary 
thimble will hold over 14,000. Scientific 
measuring machines will be seen which 
measure accurately to within 4/1,000,- 
000ths of an inch. 

It is suggested that jewelers who wish 
to see the plant call Bulova’s 630 Fiftn 
Ave. offices to arrange appointments. 


Manchester Silver Marks 25th Year 


With the largest display they have 
ever made on exhibition at the combined 
A. N. R. J. A.-N. A. C. J. convention 
at the Waldorf-Astoria, New York, the 
week of Aug. 26, Manchester Silver Ca. 
will celebrate its 25th, or silver, anni- 
versary in appropriate fashion. 

Some new and striking values in qual- 
ity merchandise will be on display at 
booths 19 and 20, and jewelers are spe- 
cially invited to examine them during 
their visit. 

In addition to sterling silver flatware 
and hollowware, Manchester now offers 
its “Wonder Cleaner” for cleaning silver 
and other metals. Free samples will be 
available at the convention. 








Norma Pencil Writes in Colors 


The retail jeweler today is looking for 
gifts which are at once novel, eye-ap- 
pealing and useful. Among such gifts is 
the new streamlined model of the Norma 
pencil, say its manufacturers. 

The Norma mechanical pencil which 
has a collection of various-colored leads 
and changes from one to another in- 
stantly by a flick of the finger. Because 
of this unique and useful feature, it has 
proved an exceptionally good gift and 
good-will builder for business firms as 
well as for individual giving. Bridge 
prizes, conventions, and sales contests 
are also uses for which so different a 
gift has proved decidedly welcome. 








IDEAS-WANTED! 
—-200 


“What do you want in your business magazine?” 


Retail Jewelers 
were asked... 





And here is what they asked for: 


BB% “Tdeas”’ on Window and Store Display 
B2% “Ideas” on Selling Methods 


= e o ee 
dart “Ideas” on Retail Advertising 
73% “Suggestions” of New and Saleable items for jewelry store 


pdb % “Ideas” on Management—Credits—Collections, etc. 


A REMARKABLE lack of interest was shown in the trade news, per- 
sonal mention, miscellaneous news, etc., which form the major part of 
the contents of so many “trade papers.” 


WHAT a preponderant majority want is “Ideas” and “help’”—and 
THE JEWELERS’ CIRCULAR-KEYSTONE is the only magazine pub- 
lishing this type of information; therefore, the only jewelry magazine 
published for and in the interest of the retail jeweler. 


THIs “reader interest” is what makes manufacturers’ and wholesalers’ 


advertising effective. 


THE jeweler is supreme at the point of sale—let your advertising mes- 
sage be dominant and consistent in the one magazine that commands this 
retail jeweler’s interest by publishing “Ideas and Helpful Suggestions.” 


THE JEWELERS’ CIRCULAR - KEYSTONE 
A Chilton Publication 


100 East 42nd Street . ‘ ‘ ‘ ' New York 
56th and Chestnut Streets ‘ ‘ ‘ . Philadelphia 


p, 
(Siu Chicago © Pittsburgh ® Boston ® Providence ® Los Angeles diy 


elie 
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JEWELRY WINS! 


EVERY jeweler knows that his business is better, but 
probably only a few are aware that the improvement in 
the jewelry field has been considerably greater than in 
most lines of retail business. 

According to a report just issued by the U. S. Depart- 
ment of Commerce, the volume of sales by all kinds of 
retail stores was 7.5 per cent larger for the first months 
of 1940 than for the corresponding period of 1939, but 
jewelry store business was up 12 per cent. 

The total increase in all retail sales, of course, can be 
accounted for by the widespread improvement in general 
prosperity and national income, but only some special 
and individual reason can explain why the jewelry busi- 
ness should have gone ahead so much more rapidly than 
others. 

One of the most likely causes is the way in which the 
consistent and vigorous campaign being carried on by the 
Jewelry Industry Publicity Board has made the public 
more and more jewelry-conscious and stimulated desire 
for new jewelry, watches and silver. 

The jewelry trade owes a vote of thanks to the 
Jewelry Industry Publicity Board for the able job it has 
been doing, and the best way to express those thanks is 
by cash contributions to help carry on the work. 

If you haven’t already sent in your check there’s no 
time like the present. The address, in case you have for- 
gotten it, is 366 Fifth Avenue, New York. 


KILLING THE GOOSE 


REMEMBER the story of the farmer who killed the 
goose that laid the golden eggs? Greed for too quick and 
big a profit is apparently impelling some present-day 
jewelers toward the same idea. 

A chain manufacturer to whom we were talking a few 
days ago frequently has loose chains returned by retail- 
ers to be re-carded. Such chains usually have the jewel- 
ers’ price tags attached, and according to this manufac- 
turer, those which he has been getting lately from certain 
stores bear prices of six or seven times the amount the 
retailer paid for the item. 

Granting that it costs money to do business, granting 
that the retailer is entitled to a reasonable net profit, it 
still is pretty hard to justify any such exorbitant margin 
as a six or seven time mark-up. 

You can’t build a permanently successful business on 
a basis of rooking the public, and the few short-sighted 
dealers who are following such a policy had better wake 
up and sell on a basis that will give the consumer an hon- 
est value for his dollar. 


BUY EARLY 


FROM ALL present indications, 1940 will see one of 
the best Christmas seasons that the jewelry business has 
enjoyed in many years. Current retail sales are running 
substantially ahead of the figures for several years past, 
each month is showing increasingly greater gains, and 
with the growing industrial activity starting to put more 
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and more money into circulation, retail purchases, includ- 
ing jewelry, are bound to feel the benefit. 

The situation carries with it certain problems, how- 
ever, one of the chief of which is the assurance of an ad- 
equate supply of goods—a problem which is further in- 
tensified by the fact that in a few weeks the hours of 
labor in jewelry manufacturing plants will be again re- 
duced under the Wage and Hour Law. 

The net result will be either to reduce the present rate 
of production by about 5 per cent, or to increase manu- 
facturing costs, and therefore the price of goods, because 
of additional over-time. The first alternative means that 
more time will be needed from the time the order is 
placed till the goods are shipped; the second, that the re- 
tailer who wants quicker delivery will have to pay more 
in order to get it. 

Either way, the jeweler who delays in ordering his 
merchandise will be the loser. If he’s wise, he’ll place his 
orders early this year. 

A good plan is to check over your stock and make up a 
list of your needs, so that when you come to the conven- 
tion you will be prepared to place your order then and 
there, where you'll find the most complete assortment of 
jewelers’ merchandise to select from that has ever been 
assembled at one time and place. 

SANITY 


A CARD recently circulated by the R. F. Simmons 
Company expresses so admirably the sane and sensible 
conduct for all Americans today that we quote it here: 

“We do not fancy ourselves in the role of prophet in 
these uncertain and disturbing times,” says the card, 
“but some of us who went thru the last World War be- 
lieve there is much to be said for the pursuance of our 
daily tasks in our normal manner. 

“Application to our usual routine, with not too much 
attention to radio broadcasts and newspaper headlines, 
less concern with our emotions and more calm, clear 
thinking, will keep us in a much happier and healthier 
frame of mind, In short, just so long as we can, and 
we pray it may be for a long, long time—let us go 
about our business as usual, thus insuring stability of 
mind and purpose, which will enable us to respond much 
more effectively to any emergency which may arise. 
Better this than frittering away our energy and efforts 
in useless worry and conjecture. 

“This old New England concern of ours . . . has 
repeatedly survived the vicissitudes of depression and 
war, and confidently expects to continue serving the 
jewelers of the United States in accordance with its high 
traditions for many years to come.” 

We need more of this kind of attitude in American 
business today. 


lnc Vo GE 


Editor 





